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Thanks  to  computers,  companies  have  more 
information  about  their  business  than  ever.  But  they  often 
seem  to  know  less  about  what  customers  really  want.  All 
that  data  sitting  in  all  those  computers  is  hard  to  get  to.  And 


What's  needed  are  ways  to  help  you  manage 
information  as  a  business  asset  that  contributes  to  success. 
Unisys  provides  those  kinds  of  solutions.  Our  information 
management  approach  lets  you  tap  the  value  of  data  and  use 


> 


hard  to  use  for  making  decisions. 


it  to  benefit  customers  and  move  your  enterprise  forward. 


We  re  also  one  of  the  few  companies  that  has  both 
the  technology  and  services  to  effectively  integrate  your  many 
systems.  Which  can  further  help  you  cut  costs,  generate 
revenue  and  serve  customers.  To  learn  more,  contact  us  today. 
http://www.unisys.com/adv  or  1-800-874-8647,  ext.  222 
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Now.  there’s  an  open  and  independent  solution  to 
all  ot  your  enterprise  management  challenges. 


Finally,  there's  a  single  answer  to  all  of  your  enterprise 
management  challenges. 

blew  CA-Unicenter  TNG. 

The  first  open  and  independent  software  solution  that 
covers  all  of  your  existing  systems,  networks,  databases 
and  applications.  All  your  hardware.  All  your  software. 

All  your  IT  resources. 

CA-Unicenter  TNG  makes  it  easy  With  a  stunning, 
real  world  interface  that  uses  3-D  graphics  to  let  you 
actually  "fly"  through  your  enterprise  without  leaving  your 
desk.  And  innovative  Business  Process  Views  that  let  you 
view  IT  resources  from  a  business  perspective.  It's  the  best 
way  to  transform  IT  information  into  intelligence. 

Call  1-800-654-611 8  For  A  Free  TNG  Video 
And  10  Register  For  A  Seminar 
Or  Visit  Us  At  http://www.cai.com 


Call  today  to  learn  more  about  the  single,  integrated  solu¬ 
tion  for  End-to-End  Management.  It's  the  technology  of 


tomorrow  —  that's  available  today. 
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An  intriguing  and  innovative  outsourcing  deal  between 
Swiss  Bank  and  Perot  Systems  shows  others  how  to 
think  about  the  risks  and  rewards  of  a  new  kind  of 
relationship. 
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As  outsourcing  partnerships  become  more  the  rule  than  the 

exception,  CIOs  learn  that  the  give 
and  take  continues  long  after  con¬ 
tract  negotiations  have  ended. 

By  Richard  Pastore 
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INSIGHTS:  HANGING  TOUGH 

Whether  to  renegotiate  or  terminate  that  aging  outsourcing 
contract  is  the  question.  The  answer?  Maybe.  But  either 
way,  you’ll  need  to  plan  carefully  and  proceed  cautiously 
before  confronting  the  vendor. 

By  John  K.  Halvey  and  Daniel  R.  Mummery 
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INSIGHTS:  THE  PROVIDER  PARADOX 

IS  managers  cling  to  the  notion  that  “one-stop  shopping” 
will  maximize  control  of  their  outsourcing  projects,  only 
to  discover  that  the  vendor  itself  may  be  ceding  control. 
By  Stanley  Goldman 
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WHERE  DO  YOU  WANT  TO  CO  TODAY' 


Will  the  Internet  bring  an  end  to 
business  computing  as  we  know  it? 


Not  at  all.  It  will  simply  knock  down  the  walls  between  users  and  the  information  they  need. 

What  was  once  thought  to  be  a  lofty  dream  is  about  to  come  true:  access  to  any  fact  or  figure,  at  anytime,  from 
any  place.  Happily,  those  who’ve  begun  the  transition  to  client-server  already  have  much  of  what  they  need  in  place. 
And  to  help  businesses  incorporate  the  Internet/intranet  into  their  operations,  Microsoft  is  integrating  the  necessary 
technology  into  many  of  its  products  —  from  desktop  to  server  to  tools. 

For  example,  it’s  never  been  easier  to  connect  desktops  to  the  Internet.  That’s  because  both  Microsoft®  Windows®  95 
and  Windows  NT®  Workstation  operating  systems  have  all  the  “plumbing”  built  right  in.  Viewing  content  is  just  as 
effortless.  With  Microsoft  Internet  Explorer,  users  can  browse  the  Internet  (or  internal  corporate  webs)  whether  they’re 
working  on  the  Windows  platform  or  on  the  Macintosh!” 

Of  course,  making  web  content  easy  to  view  is  only  the  beginning.  To  be  useful  to  organizations,  content  has  to  be 
easy  to  create,  too.  Which  is  why  the  latest  generation  of  Microsoft  Office  applications,  along  with  Internet  Assistants, 
allow  users  to  develop  web  content  without  programming.  They  simply  save  their  work  as  HTML,  the  way  they  would 
any  other  document.  Such  ease-of-use  also  extends  to  the  newest  member  of  the  Microsoft  Office  family,  the  Microsoft 
Frontpage™  web  authoring  tool,  which  lets  users  create  and  manage  entire  web  sites,  even  if  they’ve  never  so  much  as 
programmed  a  VCR. 

The  Internet  is  very  much  a  part  of  our  BackOffice™  family,  too.  With  Microsoft  Internet  Information  Server,  we’ve 
extended  the  performance  of  Windows  NT  Server  to  make  the  ideal  Internet  platform.  Now  every  organization  can 
host  and  manage  web  content  and  applications  securely  and  reliably.  And,  with  Microsoft  Exchange  Server,  secure 
and  reliable  e-mail  is  also  a  reality,  whether  it’s  traveling  over  the  internet  or  within  your  organization. 

The  truly  interactive  web  page  has  arrived  as  well. ..and  with  it,  full  motion  video,  audio  and  moving  text.  Advances 
made  possible  by  technologies  like  ActiveX™  controls,  which  let  developers  embed  sound,  video,  and  applications 
without  having  to  learn  new  languages. 

Yes,  the  walls  are  coming  down,  but  it’s  not  the  end  of  business  computing.  Just  the  next,  most  practical  evolution. 

To  learn  more,  or  to  download  our  free  Internet  products,  visit  http://www.microsoft.com/internet/gol/ 


©  1996  Microsoft  Corporation.  All  rights  reserved.  Microsoft,  Windows,  and  Windows  NT  are  registered  trademarks,  and  Where  do  you  want  to  go  today?,  ActiveX,  Frontpage, 
and  BackOffice  are  trademarks  of  Microsoft  Corporation.  Macintosh  is  a  trademark  of  Apple  Computer,  Inc. 
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CIO'S  WIIH  BIG  SYSTEMS 
EITHER  MAKE  MSTORY... 
OR  THEY  ARE  HISTORY. 


You’ve  had  a  remarkable  career.  You’ve 
earned  the  chance  to  pioneer  a  new  IT 
infrastructure  that  will  revolutionize  the 
way  your  enterprise  does  business.  And, 
one  of  your  first  challenges  will  be  to  find 
an  ally  who  takes  your  future  as  seriously 
as  you  do. 

With  terabytes  of  data,  thousands  of 
demanding  users,  a  voraciously  growing 
enterprise,  and  an  executive  junkyard 


littered  with  your  predecessors,  you  can 
bet  your  solution  isn’t  sitting  on  the  shelf 
at  IBM,  HP  or  DEC.  Its  not  even  what  they 
do  best. 

Welcome  to  the  world  of  open  systems.  And 
Sequent.  We’re  the  leader  in  large,  complex 
open  systems  solutions.  With  7,500  installed 
systems  worldwide,  Sequent  runs  some  of 
biggest  applications  around  the  globe.  What 
we  lack  in  brand  identity,  we  make  up  for 


with  something  a  lot  more  powerful.  The 
ability  to  diagnose  IT  problems  correctly, 
by  first  understanding  your  business.  The 
expertise  to  design  a  blueprint  for  success. 
The  technology  to  provide  the  reliability, 
availability  and  scalability  your  solution 
requires.  The  commitment  to  make  your 
problems  history. . .  and  your  solution 
a  success. 

Our  customer’s  say  we’re  the  best  at  our 


business.  We  can  prove  it. 

To  you.. .to  your  management  team. 

Call  us  at  1-800-257-9044. 

Visit  our  Internet  address  at 
http  ://www.sequent.com/. 
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Forty -seven  percent  of  CIOs  with  out¬ 
sourcing  deals  more  than  two  years 
old  dubbed  their  experiences  a  “mixed 
bag,  ”  while  12  percent  deemed  them 
outright  failures. 

- 1995  Gartner  Group  Inc. 
survey  of  221  CIOs 

Today  outsourcing  is  an  accepted 
part  of  most  IS  organizations’  activi¬ 
ties.  If  you’re  not  doing  some  kind  of 
outsourcing,  you  should  probably  ask 
yourself  (and  your  staff  and  your  ex¬ 
ecutive  committee)  why  not.  We’ve 
devoted  a  significant  portion  of  this 
issue  of  CIO  to  various  aspects  of 
outsourcing. 

Lots  of  effort  goes  into  working  out  the  details  of  an  outsourcing  ar¬ 
rangement.  The  trouble  starts  when  you  begin  to  put  those  plans  into 
action.  Indeed,  managing  the  relationship  may  be  the  most  challeng¬ 
ing  part  of  your  outsourcing  activities.  (Please  see  “The  Art  of  the 
Deal,”  by  Managing  Editor  Richard  Pastore,  on  Page  40.) 

But  what  happens  when  an  arrangement  doesn’t  deliver  the  re¬ 
quired  results?  What  recourse  do  you  have?  Prominent  outsourcing 
lawyers  John  K.  Halvey  and  Daniel  R.  Mummery  explain  how  to  rene¬ 
gotiate  or  exit  a  deal  that’s  just  not  working  out  (see  “Hanging  Tough” 
on  Page  26). 

One  of  the  more  intriguing  variations  on  the  outsourcing  theme  is 
“co-sourcing,”  an  arrangement  in  which  two  organizations  share  the 
risks  and  rewards  equally.  Senior  Writer  Carol  Hildebrand  explores 
Swiss  Bank  Corp.  and  Perot  Systems  Corp.’s  approach  to  that  phe¬ 
nomenon  in  “The  Odd  Couple”  on  Page  52. 

One  little-known  secret  of  outsourcing  is  that  most  large-scale  proj¬ 
ects  require  multiple  providers — even  when  a  one-stop  solution 
seems  to  be  what  you’re  buying.  Given  that  reality,  CIOs  should  con¬ 
sider  serving  as  their  own  “general  contractors.”  Otherwise,  you  may 
find  you  have  a  variety  of  outsourcers  working  on  your  projects  with¬ 
out  having  any  control  over  who  they  are  or  how  they  are  handling 
your  work.  (Please  see  “The  Outsourcing  Paradox,”  by  Stanley  Gold¬ 
man,  on  Page  34.) 

We  hope  our  outsourcing  coverage  provides  insight  into  these  com¬ 
plicated  issues.  Are  there  other  aspects  of  the  topic  you’d  like  us  to 
cover?  Please  send  suggestions,  comments  or  questions  to  me  or  any 
of  the  writers  involved  in  this  issue. 
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Right  In  The 


That's  what  The  Solution  Series®/SVM  is  all 
about... Selectable  Technology.  Client/Server  Human  Resource  Management  System  (HRMS) 
options  at  your  fingertips.  Cyborg  provides  the  strongest  human  resource  management,  payroll 
administration,  and  time  and  attendance  applications  in  the  industry,  plus  all  of  the  technology 
options  you'll  need  to  create  a  client/server  solution  that's  right  for  your  business... 


Flexible  Client/Server  Choices... 

Of  Course 

Relational  database  technology... 
Oracle,  Sybase,  DB2,  Rdb... GUI's... 
Windows,  Macintosh... Every  popular 
operating  system  and  communica¬ 
tions  protocol... The  client/server 
choices  are  yours. 

Superior  HRMS  Design.. .Expect  It 

There  isn't  an  HR-related  event  we 
can't  handle.  We  offer  true  strategic 
decision  support  and  unmatched 
HRMS  data  tracking  and  compliance. 


Global  Configurations... No  Problem 

Whether  you're  operating  your  bus¬ 
iness  in  one  country  or  many. .  .Cyborg 
has  the  HRMS  solution  you  need. 

Quality  Leadership... It's  Fundamental 

Every  vendor  claims  it,  but  Cyborg  is 
the  first  and  only  HRMS  software 
company  to  achieve  ISO  9000  quality 
standards  registration. 


We  give  you  all  of  the  options.  You 
decide  the  technology  mix  that's 
right  for  your  enterprise.  Give  us  a 
call  at  3 1 2/454-1 865  and  realize  just 
how  easy  it  is  to  have  HRMS  tech¬ 
nology  and  functionality  in  the  palm 
of  your  hand.  The  Solution 
Series/ST. .  .it's  the  smart  choice. 


ORG 


SYSTEMS® 

Quality  Options  in  Human  Resource  Technology 
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2  North  Riverside  Plaza  12th  Floor  Chicago,  IL  60606-0899  312.454.1865  Fax  312.930.1033 


©1994  Cyborg  Systems.lnc.  All  brands  or  product  names  are  trademarks  or  registered  trademarks  of  their  respective  owners. 


is  A 


Imagine  changing  a  tire 
at  over  200  miles  an  hour. 


An  unreasonable  demand?  If  you’re  an  IS  manager,  you  face  the 
equivalent  every  day.  And  tomorrow,  you  may  be  asked  to  replace 
the  engine.  Or  change  the  transmission.  And  don’t  forget,  your 
business  can’t  slow  down.  Fortunately,  there’s  ObjectStar,™ software 
that  makes  the  impossible  possible.  ObjectStar  allows  you  to  replace, 
enhance  or  incrementally  renew  your  business-critical  applications. 
And  quickly  move  or  distribute  them  wherever  they  are  needed. 


From  servers,  to  mainframes,  to  desktops.  While  you  and  your 
enterprise  remain  in  the  race.  And,  yes,  there  is  a  track  record. 
Kemper  National  Insurance  Companies,  Marks  &  Spencer,  EDSf 
and  Isuzu,  to  name  just  a  few.  For  case  histories,  and  your  own 
test  drive,  please  call  us  at  1-800-ANTARES.  Let  us  show  you 
how  ObjectStar  can  help  you  keep  your  foot  to  the  floor. 

Welcome  to  ObjectStar 


ObjectStar  gives  IS  the  most  reasonable  tool  to  meet  the 
most  unreasonable  demands.  ObjectStar  supports  MVS, 
HP-UX,  IBM  AIX,  Sun  Solaris,  Windows,  and  Windows  NT. 


<01 996  Antares  Alliance  Group.  Antares,  Antares  Alliance  and  ObjectStar  are  trademarks  of  Antares  Alliance  Group.  EDS  is  a 
registered  service  mark  of  Electronic  Data  Systems  Corporation,  All  other  trademarks  are  the  property  of  their  respective  owners. 


LETTER  FROM  THE  PUBLISHER 


“The  problem  is  that  many  CIOs  spend  all 
their  time  with  business  strategy  or  technical 
competence  and  never  get  around  to  becoming 
a  good  project  or  department  manager.  That’s 
death,  essentially.  You  can  excel  in  just  one  of 
them,  but  you  ’d  better  be  damn  good  in  the 
other  two  as  well.  ” 

-Bill  Herald 
Director,  Center  for 
Technology  Enablement 
Ernst  &  Young  LLP 

In  the  world  of  business,  conflict  is  in¬ 
evitable.  High-powered  executives  disagree 
with  the  promotional  ideas  of  a  creative 
marketing  team.  R&D  is  at  odds  with  manufacturing.  And  an  energet¬ 
ic  sales  force  wants  more  training  and  support  than  the  diligent  IS  de¬ 
partment  can  provide. 

Such  conflict  can  be  frustrating.  Differences  in  opinion  cause  prob¬ 
lems  that  can  lead  to  creative  brainstorming  sessions,  but  sometimes 
new  approaches  can  in  turn  create  new  problems. 

In  the  middle  of  difficulty  lies  opportunity.  For  example,  CIOs  have 
long  struggled  with  getting  others  to  see  them  as  strategic  managers. 
And  although  CIOs  are  trying  to  make  information  technology  an  in¬ 
tegral  part  of  business  strategy,  many  executives  still  believe  that  IS 
is  just  a  maintenance  and  service  center.  This  is  due  in  part  to  the  fact 
that  CIOs,  themselves,  are  still  focusing  on  the  technical  aspects  of 
their  work  and  ignoring  their  role  as  managers  and  leaders. 

It’s  time  to  start  changing  general  opinion.  Staff  Writer  Jennifer 
Bresnahan’s  article  “Mixed  Messages”  (see  Page  78)  explores  the 
differing  perceptions  that  colleagues  and  bosses  have  of  their  CIOs. 

As  CIOs,  you  must  demonstrate  to  your  bosses  and  peers  that  you 
know  more  about  business  strategy  than  they  think  you  do.  You’re  not 
just  some  hacker;  you’re  a  business  strategist  with  a  keen  under¬ 
standing  of  information  technology  who  can  and  will  make  valuable 
contributions  to  the  management  team. 

bfapu  Z-. 


P.S.  The  first  WebMaster  Perspectives  conference  will  take  place 
Aug.  11-14  at  the  Westin  St.  Francis  Hotel  in  San  Francisco.  Meet  and 
network  with  executives  facing  similar  business  challenges  and  op¬ 
portunities  and  learn  how  to  effectively  conduct  business  for  profit  on 
the  World  Wide  Web.  For  more  information,  please  call  800  355-0246 
or  visit  our  Executive  Programs  pages  on  the  Web  at  httpf/www 
.cio.  comlconferenceslproghome.html. 


Coming 

In  CIO 


Under  New  Management 

CIOs  have  a  critical  role  to  play  in 
logistics — the  practice  of  transporting 
and  storing  goods.  What  used  to  be  a 
mundane  operation  is  today  at  the 
heart  of  supply  chain  transformation. 
IT  enables  companies  to  reach  ambi¬ 
tious  logistics  objectives.  In  most 
cases  this  requires  cross-functional 
reengineering  task  forces  of  IS,  supply 
chain,  finance,  manufacturing,  and 
sales  and  marketing  personnel.  The 
success  of  those  projects  hinges  on 
the  involvement  of  the  CIO. 


Beyond  the  Buzzwords 

You’ve  learned  about  the  theories  be¬ 
hind  benchmarking,  knowledge  man¬ 
agement,  customer  satisfaction,  learn¬ 
ing  organizations  and  outsourcing. 

And  you’ve  heard  the  hype  that  goes 
with  them.  CIO  looks  at  the  histories 
of  these  business  concepts,  how  they 
work,  what  they  promise,  their  draw¬ 
backs  and  pitfalls,  and  what  you  need 
to  know  to  make  them  work. 


End  of  the  Line? 

Retail  banking  is  an  industry  beset 
by  consolidation,  deregulation  and 
worldwide  competition.  And  while 
potential  customers  browse  the  Web 
for  the  best  deal,  other  industries  are 
moving  in  on  banking’s  traditional  ter¬ 
ritory:  Investment  brokers  own 
banks,  auto  makers  issue  credit  cards 
and  insurance  companies  sell  annu¬ 
ities.  IT  investment  will  bring  al¬ 
liances  with  nonbanks,  electronic 
money  and  the  end  of  local  branch¬ 
es — and  perhaps  eliminate  the  need 
for  banks  altogether. 


*IDG 

INTERNATIONAL  DATA  GROUP 


Board  Chairman 
President 
Chief  Operating  Officer 
Executive  Vice  President 


Patrick  J.  McGovern 
Kelly  Conlin 
James  Casella 
William  P.  Murphy 


12 


CIO/MAY  15,  1996 


Sun  Educational  Services.  If  you've  ever  wanted  to  make  network 
computing  work  for  your  company,  we  can  show  you  how.  We  teach 
more  people  about  the  UNIX®  operating  system  and  network 
computing  than  anyone  else.  In  fact,  we  train  over  50,000 
customers  around  the  world  every  year.  And  we're  the  only  company  entirely  dedicated  to  enterprise  network 
computing.  So  we're  uniquely  qualified  to  help  your  people  make  the  right  long-term  decisions.  Sun  Educational 
Services.  Part  of  the  full  range  of  business  support  offered  by  SunService.  To  learn  more,  contact  us  on  the  Internet 
at  http://www.sun.com/sunservice/suned  or  call  1-800-422-8020.  And  start  getting  some  answers  right  away. 


Network  can  teach  you 
a  few  new  tricks. 


Almost  All  Computer  Companies 

Sell  Storage. 


The  most  competitive  companies  in  the  world  have  two  things  in  common.  They’re  organizing  their  entire  business 
around  their  information,  doing  anything  and  everything  they  can  to  leverage  it  into  smarter,  more  powerful  decisions 
and  strategies. 

And  they’re  recognizing  information  storage  as  business-critical  and  then  treating  it  as  a  separate  purchase.  In  other 
words,  buying  it  from  EMC,  the  world  leader  in  high-performance  storage  solutions.  Unlike  typical  computer  company 
storage,  EMC  intelligent  storage  lets  you  do  a  lot  more  than  just  store.  It  consolidates  all  your  information  and  keeps  it 


How  Come  The  Leader  In  Storage 
Doesn't  Sell  Computers? 


online  close,  immediately  accessible  across  the  entire  enterprise,  regardless  of  how  many 
different  computers  or  servers  are  involved.  Or  how  many  times  they  change. 

If  you’d  like  to  find  out  how  EMC  can  help  your  company  bring  products  to  market 
sooner,  respond  to  customers  and  new  opportunities  faster  and  give  indispensable  support 
to  your  overall  growth  and  profit  strategies,  call  1-800-424-EMC2,  ext  217.  Or  visit  us  at 
http://www.emc.com. 


EMC2 

THE  STORAGE  ARCHITECTS 


FreeTo  Do  More. 


EMC2  and  THE  STORAGE  ARCHITECTS  are  registered  trademarks  and  EMC  is  a  trademark  of  EMC  Corporation.  Other  trademarks  are  the  property  of  their  respective  owners. 

Outside  North  America,  call  (508)  435-1000.  ©1996  EMC  Corporation.  All  rights  reserved. 


UNSOUND  BITES 

The  Fuzzy 
Truth 

Hard-nosed,  cynical  and 
sometimes  downright 
mean,  news  reporters 
might  not  seem  the  type  to  be 
easily  duped.  But  when  the 
snake  oil  is  technology,  the 
media  routinely  falls  prey  to 
the  slick  sales  pitch.  Technol¬ 
ogy  pranksters  are  increas¬ 
ingly  relying  on  the  media’s 
ignorance  of  IT  to  engage  in 
new  forms  of  “culture  jam¬ 
ming,”  or  the  attempt  to 
shock  people  by  jamming  or 
manipulating  mass  media  out¬ 
lets  such  as  advertising  and 
news  broadcasting. 

This  past  fall,  one  Joseph 
Bonuso,  who  claimed  to  rep¬ 
resent  a  team  of  attorneys 
and  computer  scientists,  in¬ 
troduced  to  the  media  The 
Solomon  Project,  a  supercom¬ 
puter  “virtual  courtroom” 
that  used  artificial  intelligence 
technology  and  the  “wisdom 
of  the  ages”  to  retry  famous 
criminal  defendants.  The  proj¬ 
ect  (which  found  O.J.  Simpson 
guilty  and  Mike  Tyson  inno¬ 
cent)  was  a  sensation  with  re¬ 
porters,  receiving  coverage 
from  The  New  York  Times, 

San  Francisco  Chronicle  and 
CNN,  which  also  posted  the 
story  on  its  Web  site. 

The  project’s  contrived 
foundation  was  “fuzzy  logic,” 
which  computer  cognoscenti 
know  to  be  a  system  that  adds 
gray  to  computational  black 
and  white,  but  which  Bonuso 
described  cheekily  as  “the  de¬ 
cision  of  which  factors  are 
more  important,  not  the  quali¬ 
ty  of  the  thinking.”  “Bonuso” 


really  was  Joey  Skaggs,  a  no¬ 
torious  New  York  spoof  artist 
whose  quarter-century  re¬ 
sume  includes  such  infamous 
scams  as  Fish  Condos  and 
The  Celebrity  Sperm  Bank. 
The  Solomon  Project,  as  pub¬ 
licized  by  CNN  and  other 
news  organizations,  included 
a  room  full  of  computers  oper¬ 
ated  by  a  team  of  program¬ 
mers  and  actors.  After  Skaggs 
ended  the  three-month  hoax 
with  a  press  release,  CNN  ran 
on-air  and  online  corrections. 

How  did  such  venerated 
news  organizations  fall  for 
such  a  prank?  “People  sus¬ 
pend  critical  thinking  for  wish¬ 
ful  thinking,”  says  Skaggs. 

Other  examples  of  jamming 
include  the  bogus  Bob  Dole 
for  President  World  Wide 
Web  page  ( http://www 
.dole96.org),  which  describes 
the  “founder  of  the  Dole  Fruit 
Company”  as  the  “ripe  man” 
to  be  President,  and  the  com¬ 
panion  Buchanan  for  Presi¬ 
dent  page  ( http://www 
. buchanan96.org ),  which,  with 
a  swastika  backdrop,  offers 
links  to  various  fascist  organi¬ 
zations. 

Historically,  culture  jam¬ 
mers  have  expressed  them¬ 
selves  by  faking  news  events, 
a  la  Skaggs,  or  by  such  stunts 


And  the  Winner  is,  er...was? 

Too  bad  Leonardo  da  Vinci’s  mom  isn’t  alive  today.  She 
would've  been  so  proud.  More  than  450  years  after  his 
death,  and  after  centuries  of  what  amounts  to  a  modest  record 
of  achievement  and  recognition,  da  Vinci  finally  hit  the  big  time. 
In  March,  he  and  eight  other  people  were  inducted  into  the  Au¬ 
tomation  Hall  of  Fame  for  breaking  new  ground  in  manufacturing 
and  automation  systems. 

According  to  the  Hall  of  Fame,  a  partnership  of  Carnegie  Mel¬ 
lon  University,  Microsoft  Corp.,  the  Museum  of  Science  and  In¬ 
dustry  in  Chicago  and  seven  other  organizations,  da  Vinci  was 
honored  for  his  drawings  articulating  the  basic  principles  in  me¬ 
chanical  devices  such  as  chain  drives,  gearing  systems  and 
screw  drives. 

A  representative  of  the  Italian  Consulate  General  in  Chicago 
accepted  the  award  for  da  Vinci,  who  was  unable  to  attend. 


its  ‘instant-publishing’  na¬ 
ture — is  going  to  spawn  much 
more  complex  culture  jam¬ 
ming.  Combine  that  with  the 
fact  that  most  print  or  televi¬ 
sion  journalists  don’t  have  a 
clue  when  it  comes  to  the  In¬ 
ternet.” 

And  although  culture  jam¬ 
ming  ultimately  embarrasses 
the  mass  media,  the  public 
generally  responds  favorably, 
Skaggs  says. 

“I  get  a  lot  of  calls  and  let¬ 
ters,  and  they’re  usually 
really  positive,”  Skaggs  says. 
“People  say  the  hoaxes  rein¬ 
force  their  skepticism  of  the 
media.” 

Of  course,  there  are  those 
who  don’t  get  the  joke. 

“I  just  got  a  call  from  Eng¬ 
land,”  Skaggs  says,  “from  a 
doctor  who  thinks  [Solomon] 
is  real  and  wants  to  talk  with 
Bonuso  and  write  a  paper.” 

-Tom  Field 


as  disrupting  CNN’s  Larry 
King  Live.  Now  the  hoaxes 
are  going  hypertext,  and 
some  observers  think 
Solomon  is  just  the  beginning. 
“Get  used  to  stuff  like  this,” 
says  Michael  Sippey  at  his 
Web-critical  site,  “Stating  the 
Obvious”  ( http://www.theobvi - 
ous.com).  “The  Net/Web — 
with  its  inherently  open  archi¬ 
tecture,  low  entrance  fee  and 
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ILLUSTRATION  BY  CHRIS  LENSCH 


Extend  Your 
Horizons 


1996  INFORMIX  WORLDWIDE  USER 
CONFERENCE  &  EXHIBITION 


JULY  9-12 


NAVY  PIER  CONVENTION  CENTER 
CHICAGO 


ILLINOIS 


here's  a  lot  of  excitement  on  the  database  horizon  these  days  —  and  a  lot  of 
it  is  about  Informix.  Why  did  the  Gartner  Group  elevate  our  rating  to  the  number 
two  database  company?  Why  are  the  analysts  saying  we  have  an  eighteen  month 
technology  lead  over  our  competitors?  And  how  can  you  use  those  advantages 
to  be  more  competitive  yourself?  Those  answers  and  more  are  waiting  for  J 

you  at  the  1996  Informix  Worldwide  User  Conference.  Plus  demonstrations 
of  the  hottest  innovations  in  database  technology.  Don't  miss  this  chance  to 
Extend  Your  Horizons! 


Keynote  Speaker:  Paul  Saffo,  Director,  Institute  of  the  Future 

Special  Plenary  Speaker:  Dr.  Michael  Stonebraker 
(register  now  to  receive  a  free  copy  of  Dr.  Stonebraker’s  new 
book  Object-Relational  DBMSs:  The  Next  Great  Wave) 

Internet  Analyst  Panel:  Gene  DeRose-  Jupiter 
Communications;  John  McCarthy  -  Forrester  Research; 

Neil  Weintraut  -  Hambrecht  &  Quist 

Over  110  Informix  technology  partners  in  our  exhibition  hall 

Tutorials  and  track  sessions  focusing  on  the  hottest  topics:  | 
data  warehousing,  object-relational  DBMS,  OLTP,  WWW,  | 

mobile  computing,  massively  parallel  processing  and  more  ’ 

Internet  and  World  Wide  Web  access  during  the  conference 


NCR 

EMC  Corporation 

SAP  America,  Inc. 

Business  Objects 

IBM 

Sequent  Computer  Systems 

Concepts  Dynamic,  Inc. 

PeopleSoft 

Sun  Microsystems 

Cray  Research,  Inc. 

PLATINUM  technology  Inc. 

TECSYS,  Inc. 

Digital  Equipment  Corporation 

Praxis  International 

Unisys 

DON'T  MISS  THE  NEXT  DATABASE  REVOLUTION! 
REGISTER  NOW  BY  CALLING  1-800-784-6580 
or  1-617-736-1779  OUTSIDE  THE  U.S. 
http://www.informix.com 


U  INFORMIX’ 

©  1996  Informix  Software,  Inc.  The  following  is  a  worldwide  trademark  of  Informix  Software,  Inc.  or  its 
subsidiaries,  registered  in  the  United  States  as  indicated  by  ®,  and  in  numerous  other  countries  world¬ 
wide.  Informix.  All  other  companies  and  product  names  may  be  trademarks  of  their  respective  owners 
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First  in  a  Series 


WHERE  DO  YOU  WANT  TO  GO  TODAY?' 


EISELECT 

software  tools 

SELECT  Enterprise™  is  an 

established  modeling  tool- 
set  for  building  scaleable 
multi-tier  client/server 
applications  in  Visual  Basic 
and  Visual  C++.®  SELECT 
Enterprise  closes  the 
traceability  loop  by  inte¬ 
grating  business  process 
models  with  use  cases  and 
object  models,  providing 
round-trip  engineering  of 
Visual  Basic  code  using 
OLE  automation,  and 
facilitating  the  automatic 
deployment  and  redeploy¬ 
ment  of  business  objects 
across  the  enterprise. 

Visit  http://www. 
select-software.com . 


wAttachmate 


Team  Attachmate’s 

Enterprise  Client/Server 
Series  together  with 
Visual  Basic  and  expand 
the  scope  of  client/ 
server  applications  to 
include  host  screens, 
databases,  or  logic. 

No  communications 
expertise  required!  Choose 
QuickApp  to  automatically 
integrate  host  screen- 
based  data,  QuickDB  to 
access  host  databases, 
and  QuickPeer  to  incorpo¬ 
rate  host  business  logic. 
Visit  http:// 
www.attachmate.com. 


C  E  N  T  E  R  V 


I  E  W 


Choreo  2.0  is  an 

integrated  client/server 
development  extension 
for  Microsoft  Visual 
Basic  4.0  that  enables 
developers  of  any  level 
of  experience  to  quickly 
and  visually  create 
high-performance,  multi¬ 
user  applications  for 
the  Windows  NT™  and 
Windows®  95  operating 
systems.  Choreo 
enhances  Visual  Basic 
with  a  model-driven  data 
access  engine  that  man¬ 
ages  all  database  interac¬ 
tions  between  client 
and  server.  Visit  http:// 
www.centerview.com. 


Up 

Use  Report  Experts  to 

quickly  design  reports  and 
analyze  data.  Seamlessly 
integrate  reports  into 
Windows  applications 
using  the  Report  Engine 
DLL  with  direct  calls  or 
the  powerful  OLE  Control 
(OCX),  VBX,  MFC,  or  VCL 
interface.  Version  4.5 
includes  both  32-  and 
16-bit  components.  PC, 
SQL  stored  procedure, 
and  ODBC  database 
support.  Free  runtime.  For 
more  information  visit 
http://www.seagate.com/ 
software/crystal. 
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Application  Generator 

(formally  DECADMIRE) 
extends  the  easy-to-use 
features  of  Visual  Basic 
to  large-scale  applica¬ 
tions.  Developers  in 
workgroups  can  now 
define,  prototype,  test, 
and  deploy  high-volume, 
enterprise  wide  two-tier 
and  three-tier  client/ 
server  solutions  for 
business-critical  needs. 
For  ordering  information 
contact  your  Digital 
Business  Partner 
Representative  or  Digital 
at  (800)  DIGITAL  or  visit 
http://www.digital.com/ 
info/decadmire. 


Stop  risk  in  its  tracks 
when  deploying  mission- 
critical  applications, 
with  Automated  Software 
Quality  tools  from 
Mercury  Interactive. 
Tools  include  TestDirector, 
WinRunner,  LoadRunner, 
and  TestSuite.  No  other 
product  suite  tests, 
benchmarks,  and  tunes 
GUI  clients,  middleware, 
and  servers  better  than 
these.  For  more  informa¬ 
tion  call  (800)  TEST-911, 
or  visit  http://www. 
merc-int.com. 
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Using  ERw/rf®/ERX  for 
Visual  Basic,  developers 
will  fly  through  client/ 
server  development!  This 
award-winning  database 
design  tool  generates 
SQL  or  Access  databases 
or  reverse-engineers  any 
existing  database  into  a 
data  model.  ERw/'n’s  Form 
Wizard  creates  a  ready- 
to-run  Visual  Basic  form 
directly  from  the  database 
design.  Learn  more  at 
http://www.logicworks. 
com/vbfact.htm. 


Use  Parity  Software’s 

CallSuite  family  of 
OLE  controls  to  build 
computer  telephony  (CT) 
functionality  into  Visual 
Basic  applications.  Add 
fax,  voice  mail,  and 
other  CT  features  easily 
using  VoiceBocx  (voice), 
FaxBocx  (fax),  ChatterBocx 
(text-to-speech),  and 
MatchBocx  (voice  recogni¬ 
tion).  Call  Parity  Software 
at  (415)  332-5656, 
and  one  of  our  expert 
telephony  engineers 
will  help  get  your  project 
started  today.  Visit  http:// 
www.paritysw.com. 


There’s  no  doubt  that  developers 
have  their  work  cut  out  for  them.  They 
need  RAD  tools  for  robust  solutions. 
Tools  like  Visual  Basic®  Enterprise 
Edition,  combined  with  tools  from 
Microsoft®  Enterprise  Development 
Partners. 

Using  these  tools  developers 
can  now  optimize  Visual  Basic  for  their 
specific  programming  needs.  Each  tool 
is  tightly  integrated  with  Visual  Basic 
through  OLE.  And  since  Visual  Basic 
is  the  leading  tool  for  client/server 
development,  more  developers  can 
share  and  leverage  the  existing  code 
base,  increasing  reuse. 


VISUAL 

TOOLS 


Microsoft  Visual  Basic 
The  RAD  tool  for  the  enterprise. 
http://www.mlcrosoft.com/devonly/ 


Microsoft 

Visual  Tools 

Community 

Latest  Technology 

integration 

Teamwork 

Components 

Enterprise 

your  developers, 


at  least  give  them  an 


WITH  TOOLS  FROM  OUR  ENTERPRISE  PARTNERS, 


VISUAL  BASIC  HELPS  DEVELOPERS  CREATE  ROBUST, 
ENTERPRISE  SOLUTIONS  FASTER  THAN  EVER  BEFORE. 


Why  is  it  that  the  people  who  come  to  you  with  big  plans 
have  no  idea  how  long  it  takes  to  implement  them?  IS 
professionals  like  you  are  more  realistic.  You  know  that 
robust  enterprise  solutions  take  time.  But  you  still  need 
to  meet  your  deadlines  and  keep  developers  sane. 

Now  you  can,  thanks  to  the  Microsoft®  Visual  Basic® 
4.0  Enterprise  Edition  development  system  -  the  first 
completely  RAD  tool  for  distributed  client/server  devel¬ 
opment.  Remote  Automation  Technology  lets  developers 
dynamically  deploy  partitioned  applications  across 
networks.  Which  reduces  maintenance,  increases  code 
reuse,  and  helps  developers  deliver  more  robust 
enterprise  applications  in  less  time. 

And,  since  Visual  Basic  is  an  open  development 
system,  supported  by  Microsoft  Enterprise  Development 
Partners,  your  developers  will  have  plenty  of  options. 
Like  tools  for  data,  object,  and  process  modeling,  as  well 
as  application  testing,  maintenance,  and  bug  tracking. 
Tools  that  are  tightly  integrated  with  the  same  familiar 
language  used  by  more  than  three  million  developers 


©  1996  Microsoft  Corporation.  All  rights  reserved.  Microsoft,  Visual  Basic,  Visual  C++,  and  Windows  are 
registered  trademarks  and  Where  do  you  want  to  go  today?  and  Windows  NT  are  trademarks  of  Microsoft 
Corporation.  All  other  trademarks  and  trade  names  are  the  property  of  their  respective  owners.  *Offer  good 
through  August  31.  1996.  In  Canada  call  (800)  563-9048;  outside  the  U.S.  contact  your  local  subsidiary. 


The  RAD  tool  for  the  enterprise. 

http:  //www.  microsoft.com/devonly/ 

worldwide.  Not  some  proprietary  language  known  only 
to  a  select  few. 

Still,  you  might  be  skeptical.  Good  IS  professionals 
usually  are.  So  give  our  DevOnly  Web  site  a  whirl  at 
http://www.microsoft.com/devonly/  Or  call  us  today  at 
(800)  228-6139,*  Dept.  A416,  in  the  fifty  United  States 
for  more  information.  Your  developers  may  not  need  a 
rescue.  But  with  Visual  Basic,  and  the  tools  you’ll  find 
in  this  brochure,  they'll  get  a  leg  up  on  development. 

Microsoft 

WHERE  DO  YOU  WANT  TO  GO  TODAY?™ 
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BUDDY  SYSTEM 

Behind 
Every  Good 
Woman  is 
a  Good 
Mentor 

For  women,  finding  good 
mentors  within  their  own 
companies  can  be  as  rare 
and  elusive  as,  well,  finding  a 
woman  occupying  a  top  slot 
at  any  company.  The  scarcity 
of  the  former  (which  con¬ 
tributes  to  the  paucity  of  the 
latter)  is  the  product  of  sev¬ 
eral  dynamics  in  the  work¬ 
place.  Some  women  may  find 
weaknesses  difficult  to  con¬ 
fess  to  male  supervisors, 
whom  they  feel  will  be  quick 
to  judge.  Female  supervisors 
may  be  reluctant  to  groom 
other  women  against  whom 
they’ll  have  to  compete  for 
positions  in  the  elite  business 
echelons.  And  even  those 


who  are  good  at  mentoring 
often  do  not  have  the  time  to 
do  it. 

“With  all  the  reengineering 
and  downsizing  and  cost  cut¬ 
ting,  managers  simply  do  not 
have  the  time  they  once  had 
to  develop  the  people  they 
supervise,”  says  Jean  Otte, 
founder  and  president  of 
Women’s  Organization  for 
Mentoring,  Education  and 


Networking  (WOMEN)  Un¬ 
limited  Inc.  in  Forest  Hills, 
N.Y.  “They  have  too  many 
added  responsibilities  now 
for  them  to  be  one-on-one 
coaches  and  counselors.” 

These  concerns  inspired 
Otte  to  found  WOMEN  Un¬ 
limited  in  1994  after  she  re¬ 
tired  from  a  decades-long 
business  career  that  included 
a  stint  as  a  corporate  vice 


president  for  National  Car 
Rental  System  Inc.  The  men¬ 
toring  program  works  like 
this:  Companies  pay  $3,000 
for  the  year-long  program  for 
each  protege  they  enroll. 
Companies  also  recommend 
senior-level  male  or  female 
managers  from  their  organi¬ 
zations  to  serve  as  volunteer 
mentors.  Participants  receive 
monthly  training  sessions  on 
topics  including  self-assess¬ 
ment,  leadership  skills  and 
time  management.  They  also  - 
meet  with  mentors  two  hours 
each  month.  Companies  us¬ 
ing  WOMEN  Unlimited  in¬ 
clude  AT&T  Wireless  Ser¬ 
vices,  Chemical  Bank  Corp., 
which  recently  merged  with 
Chase  Manhattan  Corp.,  Col¬ 
gate-Palmolive  Co.  and  The 
Prudential  Insurance  Co.  of 
America. 

Liz  Lappin,  a  program  par¬ 
ticipant  who  works  for 
Reuben  H.  Donnelley  in  Pur¬ 
chase,  N.Y.,  says  the  program 
has  enabled  her  to  focus  on 
her  long-term  career  and 
demonstrated  her  company’s 
support.  “It  has  turned  out  to 


Generation  Techs 

From  an  unscientific  survey 
conducted  by  Custom  Re¬ 
search  Inc.  in  conjunction  ^ 
with  the  Smithsonian  Institu¬ 
tion's  traveling  exhibit,  “Amer¬ 
ica’s  Smithsonian.”  Almost 
3,300  people  responded  to 
the  survey  at  interactive 
kiosks  in  Los  Angeles. 

■  72  percent  of 
people  under  25 
have  a  PC  at  home 


■  70  percent  of 
women  and  70 

age  J.O  If 


■  59  percent  of 
those  born  since 
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Find  Out  How  SAS  Institute  Makes 
It  Easier  Than  Ever  to  Reach  the 
Right  Decisions... for  Your 
Business  and  Your  Budget. 


Yours  Free  for  a  Limited  Time 

An  Intelligent 
Appach  to  Better 
Business  Becisions 


Making  the  right  decisions  is  your  business.  Making  them 
easier  is  ours.  We’re  SAS  Institute,  the  recognized  leader  in 
decision  support  solutions. 

From  providing  immediate  access  to  more  than  50 
databases  and  file  formats,  to  turning  raw  data  into  real 
information  using  a  full  spectrum  of  applications,  you’ll  find 
SAS  software  is  your  complete  Business  Intelligence  solution. 

•  On-Line  Analytical  Processing  (OLAP) 

•  Enterprise  Information  Systems  (EIS) 

•  Decision  Support  Systems 

SAS  Institute  puts  it  all  together  in  one  package,  complete 
with  menu-driven  interfaces  to  make  it  all  quick  and  easy. 

And,  since  our  software  works  the  same  across  all  your 
hardware,  you  won’t  have  to  purchase  and  support  single-shot 
software  packages  that  weren’t  designed  to  work  together  in 
the  first  place. 

For  Your  Free  Guide, 

Just  Give  Us  a  Call. 

We  believe  every  Business  Intelligence  solution  should 
provide  applications  breadth  and  depth...  a  consistent  interface 
to  all  your  business  data...  client/server  capabilities...  and 
portability  across  all  your  hardware. 


You’ll  find  all 
that  and  more 
in  software  from 
SAS  Institute.  But 
first,  we  invite  you 
to  find  out  the  facts 
for  yourself  in  our 
free  introductory 
guide... containing 
insights  from 

SAS  Institute,  our  software  users,  and  leading  publications. 

Simply  call  our  World  Headquarters  now  at  919-677.8200 
or  send  us  E-mail  at  cio@sas.sas.com 

M 

SAS  Institute 

Phone  919-677.8200  Fax  919.677.4444 
In  Canada  1.800.363.8397 

For  Dates  and  Locations  of  Free  SAS  Seminars, 

Visit  Us  on  the  World  Wide  Web  at  http://www.sas.com/ 

SAS  is  a  registered  trademark  of  SAS  Institute  Inc. 

Copyright  ©  1996  by  SAS  Institute  Inc. 
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be  a  great  opportunity  for 
self-development,”  says  Lap- 
pin,  a  manager  of  financial 
planning  for  the  information 
services  department.  “It  was 
a  compliment  that  they  were 
willing  to  make  the  invest¬ 
ment  in  me.” 

While  most  of  Otte’s 
clients  are  mid-level  man¬ 
agers  in  the  marketing  or 
product  arenas,  she  says  that 
for  women  in  IS,  the  difficul¬ 
ties  of  finding  mentors  may 
be  more  pronounced  because 
there  are  fewer  women  in 
technical  fields.  She  says  she 
hopes  the  mentoring  busi¬ 
ness  will  be  part  of  a  move¬ 
ment  to  funnel  women  into 
the  top  positions  at  corpora¬ 
tions. 

“This  really  is  an  opportu¬ 
nity  to  create  a  minor  league 
of  women  ready  to  go  up  to 
the  majors,”  she  says. 

For  more  information  on 
WOMEN  Unlimited,  call  718 
544-0267.  -Cheryl  Dahle 


HOSPITAL  SYSTEMS 

A  Dose  of 
Accuracy 

The  latest  addition  to  the 
pharmacy  staff  at  At¬ 
lanta’s  Piedmont  Hospi¬ 
tal  goes  by  the  nickname 
P2-D2,  works  upward  of  16 
hours  a  day  and  has  never 
made  a  mistake. 

P2-D2 — short  for  Pied¬ 
mont  Pharmacy  Dosage 
Dispenser — is  the  medical 
center’s  nickname  for  a 
robotic  prescription-filling 
system. 

Using  bar-code  technol¬ 
ogy,  P2-D2  receives  medi¬ 
cation  orders  online,  re¬ 
trieves  prepackaged  doses 
of  drugs  and  sends  them 
to  hospital  patients. 

Operating  full  time, 

P2-D2  can  handle  up 
to  10,000 


doses  per  day,  far  more  than 
even  the  speediest  human 
pharmacist.  It  can  also  store 
hundreds  of  different  medica¬ 
tions. 


But  it  was  neither  speed 
nor  storage  capacity  that 
prompted  Piedmont  officials 
to  purchase  the  automated 
system.  “Primarily,  the 
attraction  was  accuracy,”  says 
Nina  Montanaro,  Piedmont’s 
director  of  public  affairs. 

The  system,  manufac¬ 
tured  by  Automated 
Healthcare  Inc.  of  Pitts¬ 
burgh,  under  the  brand 
name  Rxobot,  has  dis¬ 
pensed  the  proper  drug  ev¬ 
ery  time — not  only  at  Pied¬ 
mont  but  at  46  other 
hospitals  nationwide.  As 
of  April  1996,  that  record 
translated  to  more  than  40 
million  doses  without  an 
error,  according  to  Auto¬ 
mated  Healthcare. 

Here’s  how  it  works: 
Pharmaceutical  vendors 
provide  drugs  in  packages, 
bar-coded  with  brand  and 
generic  names,  expira¬ 
tion  dates,  lot  numbers 
and  other  information. 


Neither  Rain,  nor  Sleet,  nor  Shrinking  Bandwidth... 


Snail  mail  no  more? 

That  is  the  hope  of  the  United  States  Postal  Service,  which 
is  rushing  to  keep  up  with  IT  and  private-sector  competition. 

“We’ve  got  a  government  that’s  open  from  nine  to  five  serving 
customers  who  want  access  from  five  to  nine,”  says  Robert  Reis- 
ner,  vice  president  of  the  Postal  Service’s  technology  applications 
group,  which  is  charged  with  forging  IT  into  new  postal  uses. 

E-mail,  interactive  kiosks  and  the  World  Wide  Web  are  the  focus 
of  the  group’s  efforts.  The  agency  is  developing  technology  to  en¬ 
able  e-mail  transmission  with  a  new  electronic  postmark;  access 
to  postal  and  general  governmental  services  through  “Service  to 
the  Citizen"  kiosks;  hand  delivery  of  printed  e-mail  to  customers 
who  cannot  receive  it  electronically;  and  Internet  access  to  local, 
state  and  federal  government  services  through  the  Web  Interac¬ 
tive  Network  of  Government  Services  (WINGS). 

Why  the  flurry  of  postal  IT?  It  is,  in  part,  a  response  to  the  feder¬ 
al  government’s  National  Information  Infrastructure  initiative,  part 


of  which  directed  the  Postal  Service  to  explore  new  ways  to  pro¬ 
vide  citizens  with  electronic  access  to  government  information  and 
services. 

But  bad  business  also  is  a  good  motivator.  Postmaster  General 
Marvin  Runyon  says  that  rising  costs,  shrinking  volume  and  declin¬ 
ing  market  share  have  forced  the  Postal  Service  to  seek  change — 
especially  since  net  income  is  projected  to  drop  from  $1.8  billion 
in  1995  to  $500  million  this  year. 

“All  around  us,  the  world  of  communications  is  growing  by  leaps 
and  bounds,"  Runyon  told  the  nation’s  postmasters  in  February. 
“Electronic  commerce  is  growing  20  percent  a  year,  UPS  overnight 
and  two-day  products  showed  double-digit  growth  last  year;  elec¬ 
tronic  messages  grew  122  percent.” 

“The  bottom  line  is  this:  Our  best  has  got  to  get  better,”  said 
Runyon. 

For  more  information  on  the  U.S.  Postal  Service’s  technology 
developments,  check  out  its  Web  site  at  http://www.usps.gov. 
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Keeping  Promises. 


We  all  make  promises.  Promises  to  our  team,  our  customers,  our 
partners.  Promises  about  application  feature  sets.  Application  release 
dates.  The  quality  of  software.  Reputations  are  built  and  fortunes  won 


Deliver  on  time... 
meeting  release 
dates  and  revenue 
projections. 


or  lost  on  promises  such  as  these.  But  keeping  them  in  this  ever-changing  business  environment  is  a  constant 


Deliver  all  the 
features  your 
customers  want... 
gaining  market 
advantages. 


challenge.  That's  where  Pure  Software  can  help.  We  offer  a  practical,  proven 


approach  to  developing  and  testing  your  software  applications-without 


sacrificing  the  creativity  of  your  team.  So  your  software  development 


becomes  more  predictable  and  easier  to  manage.  Critical  decisions  can  be  made  with  confidence. 


And  your  team  can  focus  on  innovation  rather  than  support  or  patches. 


A  complete 
family  of 
products  for 
Automating 
Software 
Quality 


PureVision 


Automated  Data  Collection  Keep  the  promises  you  make  with 

the  complete  quality  solution  from 


PureDDTS 

Defect  Tracking 


PureTestExpert 

Test  Management 


Deliver  with  quality- 
giving  your  customers 
the  reliability  they’re 
looking  for. 


Pu  re  Pe  rf  o  r  m  i  x 

Load  Testing 


PureCoverage 

Code  Coverage 


Quantify 

Performance  Analysis 


Pure  Software.  Call  1-800-353-7873  to  find  out  more  about  our 


products,  and  we'll  send  you  a  copy  of  our  "Quality  On  Time"  white  paper. 


Purify 

Run-time  Error  Detection  That's  a  Promise. 


□EHi  SOFTWARE 


For  more  information,  visit  http://www.pure.com/  or  send  email  to:  info-cic@pure.com 


EUROPE:  Pure  Software  B.V.,Tel:  +31  23  569  4390,  email:  info@europe.pure.com  ASIA  PACIFIC:  Pure  Software  K.K.,Tel:  +81  3  3863  9283,  email:  info@japan.pure.com 

©  Pure  1996  Software.  Purify.  Quantify,  and  PureLink  are  U  S  registered  trademarks  of  Pure  Software  Inc.  PureCoverage.  PureDDTS,  PureVision,  PureTestExpert,  PurePerformix,  the  Pure  Software  logo  and  Distributed 

Quality  Information  Architecture  are  U  S.  trademarks  of  Pure  Software  Inc. 
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Reality  Check 


Expected  versus  Actual  Benefits  from  Outsourcing 


Percent  of  Respondents 


Vendor  Expertise  &  Sophistication 
increased  Focus  on  Core  Competencies 
Improved  Quality/Delivery 
Cost  Reduction 
Balance  Sheet  Improvement 


64% 


16% 


31% 

1 22%  ■  Expected  benefit 


Actual  benefit 


SOURCE:  1995  DELOITTE  &  TOUCHE  CONSULTING  GROUP  CIO  SURVEY 


When  a  doctor  prescribes  a 
medication,  the  system’s  bar¬ 
code  reader  finds  the  correct 
package  and  a  robotic  arm 
picks  it  up  and  places  it  in  a 
container  coded  with  the  pa¬ 
tient’s  name  and  room  num¬ 
ber. 

Piedmont  installed  the 
system  in  December  1995  as 
part  of  a  pharmacy  reengi¬ 
neering  effort.  Concerned 
about  potential  errors,  hospi¬ 
tal  officials  initially  used  P2- 
D2  only  for  refills  or  repeat 
orders.  But  as  they  came  to 
trust  its  accuracy,  they  began 
sending  in  new  orders  as 
well.  Plans  also  call  for 
putting  the  robot  druggist  on 
duty  around  the  clock,  up 
from  its  current  double  shift, 
sometime  this  year. 

Piedmont’s  pharmacists  at 
first  feared  their  silicon¬ 
brained  colleague  might  au¬ 
tomate  them  right  out  of 
their  jobs.  But  Montanaro 
says  there’s  plenty  of  work 
to  go  around.  Pharmacists 


must  still 
double-check 
the  automati¬ 
cally  filled  or¬ 
ders,  wrap 
medications 
that  vendors 
don’t  send  in 
packages  and 
manually  dis¬ 
pense  certain 
drugs  the  ma¬ 
chine  can’t 
handle,  such 
as  those  re¬ 
quiring  refrig¬ 
eration. 

Also,  as¬ 
signing  P2-D2  the  grunt 
work  frees  pharmacists  for 
other  duties  directly  linked 
to  improving  patient  care.  “It 
allows  pharmacists.. .to  be  up 
on  the  hospital  floors  inter¬ 
acting  with  the  physicians 
and  nurses,  patients  and 
their  families,”  Montanaro 
says.  In  talking  with  a  physi¬ 
cian,  for  example,  a  pharma¬ 
cist  might  suggest  a  new 


medication  that  could  speed 
a  patient’s  recovery — a  con¬ 
versation  unlikely  to  happen 
in  the  old  days,  when  hospi¬ 
tal  druggists  rarely  ventured 
out  of  their  pharmacies  and 
doctors  spent  little  time  in 
them. 

That’s  helped  endear  P2- 
D2  to  Piedmont’s  staff: 

“He’s  part  of  the  family 
now,”  Montanaro  says. 


Although  it’s  too  early  for 
the  Atlanta  hospital  to  calcu¬ 
late  bottom-line  benefits, 
Automated  Healthcare  says 
longer-term  customers  have, 
on  average,  saved  or  rede¬ 
ployed  the  equivalent  of  six 
to  eight  full-time  workers, 
reduced  inventory  by  15  per¬ 
cent  and  seen  a  two-year  re¬ 
turn  on  investment. 

-Anne  Stuart 


Good  Samaritans  on  the  Superhighway 


While  the  supposed  evils  of  the  Internet  and  its  ability  to  cor¬ 
rupt  children,  otherwise  productive  workers  and  flavor-of- 
the-day  victims  continue  to  grab  head¬ 
lines,  its  good  deeds  go  largely 
unacknowledged. 

Consider  the  life-improving  potential  of 
this  Internet  application:  The  National 
Federation  of  the  Blind  (NFB)  in  Baltimore 
has  established  a  network  of  dedicated 
computers  that  convert  the  full  text  of 
several  daily  newspapers  into  digitally 
synthesized  speech  that  blind  and  visually 
impaired  people  can  access  by  telephone. 

By  applying  customized  text-to-speech 
software  to  the  full  texts  of  all  articles  in 
The  New  York  Times,  the  Chicago  Tribune 


and  USA  Today  downloaded  from  electronic  bulletin  boards  and  the 
Internet,  the  NFB’s  Newsline  distributes  text  files  to  centers  in  Bal¬ 
timore,  Baton  Rouge,  La.,  Minneapolis 
and  Austin,  Texas.  John  Chrisman,  net¬ 
work  administrator  for  the  NFB,  says 
Houston  has  been  online  since  April,  and 
100  cities  are  qualified  for  addition  by 
next  year. 

Local  services  can  establish  a  four-line 
distribution  center  for  $18,000,  a  12-line 
system  for  $24,000  and  a  24-line  service 
for  $30,000.  There's  also  a  $12,000  an¬ 
nual  newspaper  service  fee,  and  local 
newspaper  service  costs  extra.  For  more 
information,  call  the  National  Federation 
of  the  Blind  at  410  659-9314.  M 
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Boy,  that  was  an  easy  one. 


Mike  wants  to  upgrade  his  company 
to  Lotus  Notes  Release  4. 


If  2,352  people  in  8  departments 
will  use  it,  how  many  servers  will 
Mike  have  to  add? 


The  correct  answer  is: 
d)  None  of  the  above. 


Because  Mike  chose  the  RS/6000 
Notes  Server,  he  can  add  users 
without  adding  servers. 


While  Lotus  Notes5 
Release  4  can  be 
the  answer  to 
your  collaborative 
computing  prayers,  it  can  also 
raise  some  important  questions. 
Like  how  many  servers  will  you 
need  to  handle  all  of  the  added 
users  Notes"  Release  4  supports? 
Fortunately,  there’s  a  rather 
simple  solution:  the  RS/6000  “ 
Notes  Server. 

By  consolidating  your  existing 
servers  with  the  UNIX®-based 
RS/6000  server,  you  can  take  on 
more  users  without  bringing 


in  more  servers.  And,  because  the 
RS/6000  offers  unsurpassed 
scalability,  your  business  can 
grow  with  it,  not  out  of  it. 

What’s  more,  the  RS/6000 
Notes  Server  lets  you  manage 
your  entire  network  from  one 
easy-to-access  location. 

Of  course,  you  won’t  be  left 
to  figure  things  out  on  your  own. 
RS/6000  specialists  will  help 
you  design  a  customized  solution 
that  best  meets  your  collaborative 
computing  needs. 

The  RS/6000  Notes  Server. 
It’s  subtraction  by  addition. 


How  can  the  RS/6000 
m™6000  simplify  y our  move  to 

gSr»  Lotus  Notes  Release  4? 

j  For  the  answers .  get 

J  our  free  booklet, 

_ _ “The  RS/6000  Guide 

to  Lotus  Notes  and  Collaborative 
Computing.’ Call  1  800  IBM-3333, 
ext.  FA230,  or  visit  us  on  the  Net 
at  www.rs6000.ibm.com 


Solutions  for  a  small  planet™ 


IBM  is  a  registered  trademark  and  RS/6000  and  Solutions  for  a  small  planet  are  trademarks  ot  International  Business  Machines  Corporation.  Lotus  and  Lotus  Notes  are  registered  trademarks  and  Notes  is  a  trademark  of  Lotus  Development  Corporation. 
UNIX  is  a  registered  trademark  in  the  U.S.  and  other  countries,  licensed  exclusively  through  X/Open  Company  Limited.  The  IBM  home  page  can  be  found  at  http://www.ibm.com  ©1996  IBM  Corporation. 
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Outsourcing 

In  the ’90s 

Hanging  Tough 


Whether  to  renegotiate 
or  terminate  that  aging 
outsourcing  contract 
is  the  question.  The 
answer?  Maybe.  But 
either  way,  youTl  need 
to  plan  carefully  and 
proceed  cautiously 
before  confronting 
the  vendor. 

BY  JOHN  K.  HALVEYAND 
DANIEL  R.  MUMMERY 


Once  a  remedy  only  for  finan¬ 
cially  troubled  companies, 
agreements  to  outsource  all 
or  significant  portions  of  a 
company’s  IT  functions  are 
becoming  a  core  business  strategy  for 
virtually  every  Fortune  500  company 
in  the  United  States.  Great  strides 
have  been  made  in  increasing  the  so¬ 
phistication  of  these  transactions  from 
a  financial,  technical  and  legal  per¬ 
spective.  So  it’s  not  surprising  that,  as 
earlier  outsourcing  deals  mature  and 
the  business  climate  in  which  they 
were  conceived  and  implemented 
changes,  many  customers  are  reex¬ 
amining  their  outsourcing  agree¬ 
ments  and  discovering  the  need  to 
renegotiate — or  in  some  cases,  ter¬ 
minate — them. 

Companies  preparing  to  alter  exist¬ 
ing  contracts  should  think  carefully 


about  refitting  the  underlying  eco¬ 
nomics,  the  technical  scope  and  the 
legal  framework  of  the  deal.  Myriad 
issues  and  numerous  contingencies 
must  be  considered  prior  to  initiating 
a  discussion  with  the  vendor. 

Companies  typically  seek  to  rene¬ 
gotiate  or  terminate  their  arrange¬ 
ments  for  a  variety  of  reasons.  Some¬ 
times  the  agreement  is  due  to  expire 
and  a  company  simply  has  no  need  to 
continue  the  relationship.  In  some 
cases,  the  vendor  may  have  per¬ 
formed  poorly,  and  the  company  is  ea¬ 
ger  to  cut  its  losses.  Perhaps  the 
company  is  experiencing  new  man¬ 
agement  with  a  new  vision,  or  the 
core  business  of  the  company  has 
changed  fundamentally.  In  other  in¬ 
stances  a  company  may  be  willing 
to  terminate  a  contract  because  the 
costs  associated  with  termination  no 
longer  seem  prohibitive. 

This  article  approaches  the  issues 
of  renegotiation  or  termination  from 
the  perspective  of  the  customer  and 
not  the  vendor,  and  although  many  is¬ 
sues  may  be  germane  to  both  sides  of 
the  transaction,  care  should  be  taken 
to  apply  these  suggestions  to  the  par¬ 
ticular  circumstances. 

IT  for  Two 

When  choosing  to  renegotiate  an 
outsourcing  agreement,  a  company 
must  plan  carefully  and  proceed  cau¬ 
tiously.  The  renegotiating  team — 
which  should  include  business  man¬ 
agers  and  lawyers — should  thor¬ 
oughly  review  the  contract  before 
any  renegotiation  discussions  with 
the  vendor  take  place. 

In  its  review,  the  team  should  first 
determine  its  company’s  rights  to 
compel  a  renegotiation  under  the 
agreement.  It  should  attempt  to  iden¬ 
tify  and  quantify  noncontractual 
leverage  points  such  as  documented 
incidents  of  poor  performance. 

The  team  should  also  conduct  a 
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1  have  better  ways  for  my  staff  to  spend  their 
time  than  keeping  our  network  up  and  running 

...that's  NETSOLVE'S  Job." 


“I  chose  NETSOLVE  to  make 
sure  our  wide  area  network  is 
available  when  we  need  it.  They 
gave  us  a  service  level  GUARANTEE, 
router -to -router,  or  my  money 
back.  It’s  virtually  RISK-FREE.  In 
fact,  most  months  my  network 
AVAILABILITY  is  greater  than  99.9% .  ” 

At  Netsolve,  our  business  is  wide  area 
network  design,  implementation,  monitoring 
and  management.  It  has  been  for  over  eight 
years.  Whether  your  network  has  5  remote 
locations  or  500,  we'll  keep  it  running 
reliably,  so  that  you  and  your  staff  can  focus 
on  more  strategic  issues. 

Keeping  a  network  up  and  running 
takes  experience,  expertise  and  a  strong 
commitment  to  service-a  commitment  that 
led  NetSolve  to  pioneer  the  router-to-router 
availability  guarantee.  If  we  don't  meet  the 
guaranteed  availability  level  in  any  month 
we  refund  1 00%  of  your  management  fees 
for  that  month! 

It's  this  commitment  to  service  that  caused 
leading  companies  like  Standard  Insurance 
Company,  Temple-Inland  Forest  Products 
Company,  and  Fidelity  National  Title  to 
choose  NetSolve  to  manage  their  networks. 


Call  us  today  for  a 
free  evaluation  and  consultation. 


NetSolve 


1  *800*  NETSOLVE 

http:// www.  netsolve.  net 
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Outsourcing 

In  the  ’90s 


Companies  typically  seek  to 
renegotiate  or  terminate 

their  arrangements  for  one 
or  more  of  the  following 
reasons: 

■  The  agreement  is  due 
to  expire 

■  The  vendor  has  performed 
poorly 

■  The  company  has  new 
management 

■  The  core  business  of  the 
company  has  changed 
fundamentally 

■  The  technology  has  changed 

■  The  company  wants  to 
recapture  the  dissipating 
“magic”  of  the  relationship 

■  Termination  costs  no  longer 
seem  prohibitive 


careful  review  of  the  customer’s  files 
and  records  with  respect  to  the  out¬ 
sourcing  transaction.  Finding  any 
“smoking  guns”  (such  as  a  memo 
admitting  that  the  customer  failed 
to  perform)  or  “sweetheart  letters” 
(such  as  one  praising  the  vendor’s 
project  executive  for  his  or  her  work) 
is  critical;  they  could  undermine  any 
leverage  the  customer  may  have,  par¬ 
ticularly  if  the  renegotiation  is  predi¬ 
cated  on  an  allegation  of  poor  vendor 
performance. 

An  essential  next  step  is  articulat¬ 
ing  the  primary  objectives  behind  a 
decision  to  modify  the  agreement.  Of 
course,  the  ultimate  goal  of  each  party 
in  any  negotiation  should  be  improv¬ 
ing  the  relationship.  That  is  typically  a 
matter  of  give  and  take  unless  one 
party’s  position  under  the  agreement 
is  so  clearly  favorable  that  the  renego¬ 
tiation  is  in  essence  a  form  of  remedy. 

Beyond  improving  the  relationship, 
the  most  common  goal  for  a  company 
is  reducing  its  costs.  In  addition,  some 
companies  hope  to  gain  more  flexibili¬ 
ty  and  increase  control  over  the  rela¬ 
tionship  by  designating  certain  key 
vendor  personnel  to  handle  the  ac¬ 
count;  others  look  to  renegotiate  for 


more  extensive  termination  rights 
with  minimal  penalties  in  case  sub¬ 
stantial  changes  in  the  company’s 
business  occur  or  a  vendor  fails  to 
provide  critical  services. 

The  objectives  for  renegotiating 
will  determine  the  process:  If  the  pri¬ 
mary  objective  is  to  lower  costs,  the 
renegotiating  team  might  think  about 
including  benchmarking  or  technolo¬ 
gy  indexing  rights  instead  of  looking 
for  key  personnel  provisions.  On  the 
other  hand,  if  the  principal  goal  is  to 
address  the  vendor’s  poor  perfor¬ 
mance,  the  team  should  focus  on  im¬ 
plementing  a  fee  structure  to  moti¬ 
vate  the  vendor. 

The  team’s  most  important  task, 
however,  is  understanding  and  analyz¬ 
ing  worst-case  scenarios.  Any  rene¬ 
gotiation  could,  at  least  in  theory,  re¬ 
sult  in  permanent  damage  to  the 
parties’  relationship.  Accordingly,  the 
company’s  negotiating  team  must 
consider  the  practical  effects  of  a 
failed  renegotiation.  If  it  determines 
that  the  potential  damage  from  failure 
outweighs  the  potential  benefits  of 


success,  management  may  want  to 
reconsider  changing  the  contract. 

Finally,  the  customer  should  antici¬ 
pate  and  be  prepared  to  deal  with  con¬ 
flict,  regardless  of  the  relative  bar¬ 
gaining  positions  of  the  parties.  Such 
conflict,  which  need  not  result  in  an 
acrimonious  relationship  if  handled 
properly,  is  the  logical  by-product  of 
attempting  to  restructure  any  part¬ 
nership. 

As  a  result,  the  team  should  consid¬ 
er  whether  the  people  involved  in  the 
negotiations  should  be  the  same  ones 
who  will  implement  the  restructured 
relationship.  Ideally,  the  lead  negotia¬ 
tor  should  be  someone  who  will  not 
have  direct,  day-to-day  responsibility 
for  the  new  contract. 


Let’s  Call  the  Whole  Thing  Off 

Obviously,  choosing  to  terminate  an 
outsourcing  agreement  is  not  an  easy 
decision.  As  with  renegotiation,  it  re¬ 
quires  careful  preparation  and  plan¬ 
ning. 

The  team  should  start  by  creating 
an  action  plan  that  includes  steps  for 
management  to  follow  to  ensure  that 
they  will  act  consistently  when  deal¬ 
ing  with  the  vendor.  The  list  should 
include  a  comprehensive  assess¬ 
ment  of  all  the  functions,  duties  and 
support  for  which  the  vendor  will  be 
responsible. 

Much  of  that  information  can  be 
found  in  the  outsourcing  agreement, 
but  it  may  also  be  located  in  amend¬ 
ments,  additional  service  orders  and 
change  order  requests.  Changes  or 
additional  services  were  likely  agreed 
to  without  a  written  request. 

Companies  should  document  the 
relationship  between  the  customer 
and  vendor  with  a  paper  trail  that 
notes  every  service  failure  and 
grievance  the  company  has  had  with 
the  vendor  and  detailing  when  the 


grievance  arose  and  how  it  was  han¬ 
dled.  One  person  should  be  designat¬ 
ed  as  the  keeper  of  all  information. 
Copies  should  not  be  shown  to  the 
vendor  without  the  approval  of  the  IT 
team. 

Maintaining  the  confidentiality  of 
its  process  and  strategy  is  critical  to 
the  company’s  ability  to  evaluate  the 
vendor  relationship  and  identify  the 
appropriate  course  of  action.  The 
company  should  identify  a  dedicated 
or  secure  fax  line  or  require  that  all 
correspondence  be  sent  via  courier.  In 
addition,  official  discussions  about  the 
relationship  and  issues  related  to  it 
should  be  restricted  to  the  IT  team 
and  other  designated  people. 

Also,  the  team  must  assess  the  ex- 


Companies  preparing  to  alter  existing  contracts  should  think 
carefully  about  refitting  the  underlying  economics,  the 
technical  scope  and  the  legal  framework  of  the  deal. 
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percent  of  all  data  has  a  spatial  component.  Yet  the  single  most  underexploited 


component  of  any  tabular  database  is  location.  An  understanding  of  the  spatial  component  of  your 
data  brings  vast  opportunity. 


Unleash  the  locational  power  of  your  database  with  Spatial  Database  Engine™  (SDE™)  from  ESRI, 
and  use  the  power  of  RDBMS  technology  to  store  and  manage  your  geographic  data  within  a 
traditional  database  environment.  And  distribute  the  data  enterprisewide  with  end  user  desktop 
mapping  and  G1S  applications  using  ESRI’s  off-the-shelf  software  or  custom  applications. 


SDE  is  ideal  for  open  environments  where  multiple  accesses  to  shared,  large  spatial  databases  are 
common.  It’s  the  state-of-the-art  solution  for  widespread  dissemination  of  corporate  spatial  data 
and  an  ideal  platform  for  network  and  Internet  publishing  of  spatial  information. 


SDE-The  Open  Spatial  Data  Management  Solution  from  ESRI. 


Spatial 
Integration, 
Query,  and 
Analysis 


Spatial  Database  Engine 


(SDE) 


•  Telecommunications 

•  Marketing 

•  Customer  Service 

•  Logistics 

•  Sales 

•  Real  Estate 

•  Environment 

•  Natural  Resources 

•  Engineering 

•  Health  Care 

•  Government 

•  Facilities 
Management 


The  World  Leader  in  G/S™ 

For  more  information,  call 

1-800-447-9778 

Fax:  (909)  307-3039 

E-mail:  info@esri.com 

Web:  www.esri.com 

International:  (909)  793-2853, 
extension  1235 
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Outsourcing 


In  the  ’90s 


tent  to  which  it  has — or  would 
have — access  to  its  data,  software, 
documentation  and  tools  used  to  pro¬ 
vide  the  services.  Do  the  vendor’s 
key  employees  have  critical  institu¬ 
tional  knowledge  of  the  company? 
Can  they  be  replaced?  Do  they  have 
knowledge  that  can  be  used  against 
the  customer? 

As  part  of  the  action  list,  the  team 
should  prepare  an  inventory  of  the 


hardware  and  software  used  and  then 
determine  which  can  easily  be  substi¬ 
tuted  or  replaced  and  which  cannot. 
Does  the  vendor  use  proprietary  sys¬ 
tems  that  would  be  difficult  to  re¬ 
place? 

Defining  backup  and  alternate  sup¬ 
port  measures  will  ensure  that  a  com¬ 
pany’s  systems  can  still  operate  if  the 
vendor  shuts  down  critical  services  in 
response  to  the  termination.  While  in¬ 
vestigating  those  options,  the  team 
should  identify  and  prepare  a  list  of 
specific  vendors  that  can  furnish  the 
services  the  vendor  currently  pro¬ 
vides.  However,  companies  should 
consider  the  willingness  of  other  ven¬ 
dors  to  get  involved  in  a  dispute  with 
the  existing  vendor.  (Spurned  vendors 
are  notorious  for  threatening  replace¬ 
ment  vendors  with  legal  action). 

Once  the  list  is  complete,  the  team 
can  determine  which  services  can 
easily  be  provided  by  another  vendor 
and  which  can  be  performed  in-house. 
The  team  should  categorize  those 
functions  as  critical  or  noncritical  so 
that  services  can  be  prioritized. 

Some  services  may  be  difficult  to 
switch  but  could  tolerate  a  moderate 
disruption.  Others  might  be  impossi¬ 
ble  to  change  without  an  unacceptable 
disruption  of  service  or  prohibitive  in¬ 
crease  in  cost. 

After  potential  vendors  or  in-house 
alternatives  are  identified,  the  cost  of 


such  options  can  be  evaluated  against 
the  customer’s  existing  budget  to  de¬ 
termine  if  a  transition  is  financially 
feasible. 

Throughout  the  decision  process, 
the  team  must  address  and  focus  on 
whether  the  company  can  operate 
without  the  support  of  the  vendor.  It’s 
important,  therefore,  to  address  sev¬ 
eral  issues  before  making  the  decision 
to  terminate. 


For  example,  what  services  are 
critical  to  the  company’s  IT  opera¬ 
tions?  The  staff  should  be  ready  to 
provide  the  same  services  the  vendor 
had  supplied.  They  must  also  assess 
which  individual  departments  can  sur- 


Can  your  company  operate 
without  the  support  of  its 
outsourcing  vendor? 

To  determine  that,  it  should 
answer  the  following 
questions: 

■  What  services  are  critical? 

■  To  what  extent  can  the  IT 
staff  supply  the  same 
services  the  vendor  has 
provided? 

■  Can  individual  departments 
survive  without  certain 
functions  for  a  period 

of  time? 

■  Can  the  company  access  its 
data  and  critical  object  and 
source  code?  If  so,  how? 

■  Will  the  vendor  be  able  to 
gain  leverage  in  the  dispute 
by  with-holding  the  compa¬ 
ny’s  data?  If  so,  how  can 
that  be  avoided? 


vive  without  certain  functions  for  a 
period  of  time  and  how  the  company 
will  access  its  data  and  critical  object 
and  source  code  during  the  transition. 
The  vendor  is  sometimes  able  to  gain 
leverage  in  the  dispute  by  withholding 
the  company’s  data.  If  so,  the  IT  staff 
should  determine  how  that  could  be 
avoided. 

Eventually,  the  team  must  evalu¬ 
ate  the  risks  and  benefits  of  termi¬ 
nating  the  relationship  with  the  ven¬ 
dor.  The  increased  cost,  for  example, 
may  outweigh  potential  improve¬ 
ments  in  service.  The  risk-benefit 
analysis  should  also  include  best- 
and  worst-case  scenarios.  It  may  be 
useful  to  develop  a  model  transition 
plan  to  describe  what  those  scenar¬ 
ios  would  look  like. 

With  the  help  of  the  action  plan,  the 
company  can  decide  whether  it  should 
begin  the  termination  process  and,  if 
so,  when  the  process  should  com¬ 
mence.  The  team  should  anticipate 
resistance  and  expect  delays  in  effect¬ 
ing  a  termination  process  regardless 
of  the  circumstances  and  the  relative 
bargaining  position  of  either  party. 
The  vendor  will  likely  have  taken 
steps  to  protect  its  rights  and  will  be 
more  prepared  to  respond  to  such  an 
action  if  apprehensive  messages  are 
sent  by  the  company. 

Be  Prepared 

Finally,  it’s  important  to  remember 
that  the  pendulum  swings  both  ways: 
Companies  should  be  prepared  for 
vendors  to  seek  to  renegotiate  or  ter¬ 
minate  arrangements  because  the 
deal  they  entered  into  several  years 
ago  is  no  longer  as  compelling  to 
them.  The  decision  to  renegotiate  or 
terminate  a  contract  is  rarely  prompt¬ 
ed  by  the  vendor,  but  if  a  company 
takes  steps  to  be  prudent  and  percep¬ 
tive,  it  will  undoubtedly  be  better  pre¬ 
pared  for  any  outcome.  EEl 


John  K.  Halvey  and  Daniel  R.  Mum¬ 
mery  are  attorneys  based  in  New  York 
in  the  Business  Technology  Group  of 
Milbank,  Tweed,  Hadley  &  McCloy,  an 
international  law  firm.  They  can  be 
reached  via  e-mail  at  jhalvey@mil- 
bank.com  or  at  dmummery@mil- 
bank.com. 


Throughout  the  decision  process,  the  team  must  address  and 
remain  focused  on  the  singular  issue  of  whether  the  company 
can  operate  without  the  support  of  the  vendor. 


30 


CIO/MAY  15,  1996 


N  e  t  w  o 

r  k  i  n  g 

C 

D  s  Has 

Never 

Been 

E 

a  s  i  e  r  ... 

On-line,  simultaneous  access  to 
data  on  from  7  to  256  CD-ROMs 


Hot-swappable  components 
assure  non-stop  operation 


Over  300  trained  network 
engineers  provide  on-site  service 


Support  for  popular  network 
operating  systems  and  protocols 
including  IPX/SPX,  TCP/IP  and  Netbeui 


Plug-and-play  installation 
for  direct  attachment  to  your 
network  with  no  downtime 


Sophisticated  software 
makes  it  simple  to  secure 
and  monitor  your  network 


Custom  built  to  meet 
your  specifications 


Ethernet,  Fast  Ethernet,  Token  Ring, 
FDDI,  CDDI  and  ATM  connectivity 


The  world’s  most  respected 
'/'  computer  publications  agree. 
Procom  Technology’s  CD- 
ROM  Servers  and  Arrays  are  the  simplest 
and  most  dependable  way  to  network  up  to 
256  of  the  fastest  quad  or  six  speed 
CD-ROM  drives. 

End  users  agree  too!  Our  customizable  CD 
Servers  and  Arrays  are  the  standard  for  the 
most  prominent  names  in  government,  hank¬ 
ing,  law,  entertainment,  healthcare,  educa¬ 
tion,  accounting  and  document  imaging. 
Whether  you  run  NetWare,  OS/2,  UNIX, 


The  Broadest  Line  of  CD-ROM  Network  Solutions, 
From  the  World  Leader  in  CD  Servers  &  Arrays 


Windows  NT  or  AppleTalk  you  get  a 
complete  plug-and-play  solution  that  has  you 
up  and  running  in  minutes.  And,  our  subsys¬ 
tems  are  easy  to  integrate  and  expand  as  your 
needs  grow. 

Procom  Technology  CD-ROM  networking 
solutions  seamlessly  integrate  high-perfor¬ 
mance  hardware  with  feature-rich,  easy-to- 
use  software  for  sophisticated  CD-ROM 


For  More  Information,  Call 
(800)  800-8600  ext.  414 


storage  management.  Each  Procom 
Technology  CD  Server  or  Array  is 
backed  with  an  unmatched  service 
program  that  includes  toll-free 
technical  support  from  CD 
networking  specialists.  You  can  also  add 
the  additional  convenience  of  On-Site 
installation  and  repair. 

So,  when  you  need  a  simple,  powerful 
CD-ROM  solution  that’s  guaranteed 
to  work  on  any  network — contact 
Procom  Technology. 

We'l]  have  you  up  and  running  in  no  time. 


Phone:  (800)  800-8600  or  (714)  852-1000  ext.  414 
Fax:  (714)  261-7380 
2181  Dupont  Drive,  Irvine,  CA  92715 
http://www.procom.com 
E  Mail:  info@procom.com 
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imagine  what  we  did  for  this  guy  Pete. 


tundra, 


Challenge  UslM 


The  challenge  came  in  from  Gazprom  AG, 
the  big  natural  gas-extraction  firm:  Would  we 
care  to  develop  and  install  a  comprehensive 
telecommunications  system  in  the  remote  far 
north  of  the  Russian  Federation? 

How  could  we  say  no?  So  we  put  in  100 
kilometers  of  fiber-optic  line.  12,000  telephones. 
220  fax  machines.  47  telex  terminals.  1,000 
Telecourier  paging  receivers.  2,000  PCs  and 
video  terminals.  Radio  and  satellite  services  to 
Moscow.  Let's  see,  are  we  forgetting  anything? 

In  the  midst  of  all  this  we  got  a  call  from 
one  Pete  Slosberg  of  Pete's  Brewing  Company. 
Could  we  handle  a  phone-system  upgrade  for 
his  fast-growing  operation?  Drawing  liberally 
from  the  whole  breadth  of  our  product  line,  we 
fashioned  a  system  that  keeps  Pete's  far-flung 
field  reps  in  touch,  makes  sure  calls  get 
returned,  keeps  the  customers  happy,  helps 
the  company  prosper. ..you  get  the  idea. 

And  what  we've  done  for  Gazprom  and 
Pete,  we  can  do  for  you.  So  whatever  your 
challenge,  call  us  at  1-800-ROLM-123,  ext.  G10.  Or 
visit  our  Web  site  at  http://www.siemensrolm. 
com.  No  matter  what  you've  got  brewing -big 
or  small- we  can  help. 


Outsourcing 

i _  xi _ 


In  the  ’90s 


The  Provider  Paradox 


IS  managers  cling  to  the 
notion  that  “one-stop 
shopping”  will  max¬ 
imize  control  of  their 
outsourcing  projects 
only  to  discover  that 
the  vendor  itself  may 
be  ceding  control 

BY  STANLEY  GOLDMAN 


Looking  for  a  totally  integrated, 
end-to-end  solution  for  your 
company’s  information  tech¬ 
nology  needs?  You’re  not  alone. 
Many  IS  managers  are  search¬ 
ing  for  better  ways  to  maximize  sav¬ 
ings,  increase  productivity  or  deal 
with  technology  that  is  fast  becom¬ 
ing  too  complex  and  requires  a  wide 
set  of  skills  to  implement. 

Some  turn  to  outsourcing  for  all  or 
just  a  portion  of  their  IT  projects.  Al¬ 
though  this  growing  trend  enables 
companies  to  consolidate  costs  while 
taking  advantage  of  the  expertise  of 
specialty  vendors,  outsourcing  is  not 
always  a  cure-all.  Outsourcing  ven¬ 
dors,  pushed  to  provide  specific  so- 
lutions-oriented  services  with  over¬ 
committed  staffs,  are  straining  to 
learn  and  apply  the  new  technologies 
in  the  midst  of  a  scarcity  of  leading- 
edge  technical  resources.  In  addition, 
demand  for  new  technologies  are 
forcing  top  providers  to  offer  “bleed¬ 
ing  edge”  services — always  a  risky 
and  costly  proposition. 

To  fulfill  certain  outsourcing  obli¬ 
gations,  some  vendors  may  compart¬ 
mentalize  and  offload  entire  func¬ 
tions  to  internal  units.  It’s  not 
unusual,  for  example,  for 
a  client  to  see  its  data 
center  operations 
handled  by  a  South¬ 
eastern  facility,  its 
network  opera¬ 
tions  by  a  Texas 
megacenter,  its 
application  de¬ 
velopment  by 
an  East  Coast 
consulting  sub¬ 
sidiary  and  its 
legacy  mainte¬ 
nance  by  a  unit  in 
California. 

Sometimes,  a  vendor 
may  actually  subcontract  part 
of  the  awarded  function— often 


specialized  application  projects  or  var¬ 
ious  components  of  network  mainte¬ 
nance — to  another  vendor.  Unfortu¬ 
nately,  most  clients  are  unaware  that 
their  services  are  being  given  to  out¬ 
siders.  They  are  not  always  informed 
of  the  strategy  prior  to  actual  imple¬ 
mentation;  it’s  not  in  the  outsourcing 
vendor’s  best  short-term  interest  to 
create  an  air  of  uncertainty  regarding 
its  ability  to  deliver  on  contracted 
terms,  and  most  would  claim  such  a 
practice  is  simply  asset  management, 
using  either  internal  or  external  re¬ 
sources  available  to  them. 

IS  managers  are  beginning  to  rec¬ 
ognize  the  paradox  they  face:  Their 
desire  to  maximize  control  by  work¬ 
ing  with  only  one  outsourcing  vendor 
may  actually  lead  to  a  reduction  in 
control  and  possibly  lower  service 
levels  when  the  vendor  subcontracts 
pieces  of  the  project  to  outsiders. 
Searching  for  a  solution  to  this  para¬ 
dox,  some  managers  are  forsaking  the 
“one-stop  shopping”  approach  in  favor 
of  subcontracting  the  project  them¬ 
selves  to  a  consortium  of  separate 
“best-of-breed”  vendors. 

In  response,  vendors  may  argue 
that,  for  IT  staffs,  managing  such  a 
group  is  an  unwieldy  proposition  be¬ 
cause  it  sets  up  the  potential  for  on¬ 
going  dispute  arbitration  and  for  lack 
of  accountability.  (On  the  other  hand, 

IS  managers  could,  in  turn,  reason¬ 
ably  wonder  why  those  vendors  en¬ 
gage  in  virtually  the  same  practice 
themselves.) 

The  answer  to  the  outsourcing 
paradox  lies  in  understanding  what 
your  company  wants  to  achieve.  To 
truly  gain  control  over  the  process, 

IS  managers  must  first  develop  a 
thorough  business  case  for  outsourc¬ 
ing.  They  must  analyze  the  corporate 
business  plan  to  determine  which  IS 
functions  are  strategic  and  which  are 
not.  When  they  have  clearly  defined 
what  is  to  be  accomplished  and  by 
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Meeting  the  Challenge  of  Client-Server  Computing 


Maximizing  Retum-on-Investment 
of  Network  Computing 


The  migration  to  client-server  computing  is  affecting 
organizations  both  large  and  small  almost  everywhere 
on  the  planet.  Computer  users  today  have  extensive 
access  to  global  network-based  resources,  including 
communication  gateways  to  other  companies,  indi¬ 
viduals,  and  markets  worldwide.  Signs  of  this  con¬ 
nectedness  abound: 

•  Last  year  the  number  of  LAN  users  worldwide  hit 
nearly  100  million,  double  the  number  in  1993. 
By  1 999  the  number  will  double  again 

•  In  the  same  year  the  number  of  people  in  the 
world  with  electronic  mail  boxes  topped  40 
million.  By  1999  the  number  will  be  over  125 
million 

•  Groupware  users  numbered  over  30  million 
worldwide  by  the  end  of  1995;  by  1999  they  will 
number  over  250  million 


Figure  1  —  The  Hidden  Costs  of  Client-Server 
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So  we  are  heading  for  a  wired  workplace,  a  wired  marketplace, 
even  a  wired  society.  However,  there  is  a  price  to  be  paid  for  all 
this  connectivity.  The  nearly  universal  implementation  of  client- 
server  systems  requires  living  with  new  levels  of  complexity  and 
new  hardware  and  software  that  people  must  be  trained  to  use. 
Moreover,  highly  skilled  personnel  must  be  hired  to  install, 
manage,  maintain,  and  administer  these  far-flung  networks.  The 
result  is  that  staffing  costs  have  become  the  largest  contributor 
to  total  networked  computing  costs,  regardless  of  the  size  of  the 
installation  (see  Figure  1). 

Until  now,  companies  have  justified 
the  costs  and  complexities  of  client- 
server  computing  by  competitive 
advantage-it  is  a  very  flexible  and 
adaptable  computing  style.  But  when 
client-server  is  the  norm,  where  will 
the  competitive  advantage  lie? 

IDC  believes  that  companies  that 
learn  to  manage  their  networked 
resources  through  technology  and 
training  will  win  out  over  their  peers 
in  the  long  run.  Companies  that 
understand  the  true  costs  and  true 
benefits  of  client-server  computing 


will  generate  quicker  return  for  their  investments.  Companies 
that  relentlessly  optimize,  integrate,  and  upgrade  existing  sys¬ 
tems  will  stretch  IT  resources  further  and  be  able  to  reinvest 
sooner  than  competitors  taking  a  wait-and-see  approach. 

Areas  of  Opportunity 

IDC  and  Novell  have  teamed  to  produce  this  White  Paper  in 
order  to  help  IT  managers  develop  a  strategy  for  maximizing 
return  on  investment  in  networked  computing  resources.  It  is 
the  executive  overview  of  three  studies  researched  and  written  by 
IDC  and  sponsored  by  Novell.  In  the  research  it  conducted, 


Driving  Down  Networking  Costs 


GroupWise: 

Typical  annual  return-per-user 
of  334% 

Nearly  $400,000  a  year  saved 
in  phone  costs  at  Farmland 
Foods 

Courier  costs  cut  $1 6,000  a 
year  at  Sheppard,  Mullin, 
Richter  &  Hampton 


NetWare  4: 

On  average  15%  less  expensive 
than  NT  Server  from  Microsoft 

50%  increase  in  users 
supported  by  a  single  server 


ManageWise: 

$95,784  savings  in  business 
efficiency  per  100  users 

50%  reduction  in  network 
downtime 

19.7  day  payback 
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Figure  2  —  The  Investment  Leverage  from  Groupware 
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Source:  International  Data  Corporation,  1996 


IDC  found  three  areas  of  networked  computing  that  are  focal 
points  for  ROI  leverage: 


Figure  2  illustrates  how  electronic  com¬ 
munication  and  collaboration  generate 
cascading  benefits.  Standalone  desktop 
software  can  impact  individual  produc¬ 
tivity,  but  when  combined  with  e-mail, 
that  software  can  improve  the  productiv¬ 
ity  of  a  whole  workgroup,  not  just  the 
individal  user.  If  the  e-mail  is  specifically 
designed  to  work  with  the  desktop  soft¬ 
ware  and  with  the  network  software,  as 
say  Novell’s  Group  Wise  is  with  NetWare 
4.1,  then  those  workgroup  benefits  are 
compounded. 

This  efficiency  pays  real  dividends.  When 
Sheppard,  Mullin,  Richter  &  Hampton, 
a  Los  Angeles  law  firm,  made  the  move 
to  Group  Wise  it  found  the  support  ratio 
for  lawyers  dropped  from  one  assistant 
for  every  two  lawyers  to  one  for  every 
three.  Group  Wise  scheduling  cut  count¬ 
less  hours  in  tasks  as  routine  as  setting  up  meetings;  Group  Wise 
e-mail  cut  courier  costs  by  $  1 6,000  a  year. 


Hard  Benefits: 

•  Individual  Productivity 

•  Price  Savings 

+ 

•  Group  Productivity 

•  Lower  Comm  Costs 

+ 

•  Enterprise  Transactions 

•  Saved  Conversion  Costs 

•  Lower  Training  Costs 


1.  The  choice  and  use  of  communication  applications  such  as 
e-mail  and  groupware 

2.  The  choice  and  use  of  next-generation  network  operating 
systems 

3.  The  use  of  advanced  network  and  system  management  tools 

In  addition,  IDC  found  that  when  products  in  support  of  all 
three  of  these  areas  work  together  in  an  integrated  fashion — 
such  as  Novell’s  Group  Wise,  NetWare  4.1,  and  Manage  Wise 
products — benefits  are  compounded.  Support  and  training  costs 
are  lower,  conversions  and  upgrades  occur  faster,  applications 
come  on  stream  sooner,  and  downtime  is  reduced. 

Applications  for  the  Next  Wave 

The  migration  to  client-server  computing  is  a  quest  to  provide 
users  with  access  to  information  and  computer  resources  beyond 
their  desks.  One  of  the  key  tools  for  this  is  groupware  software, 
epitomized  by  Novell’s  Group  Wise,  software  which  integrates 
e-mail  with  scheduling,  calendaring,  and  other  workgroup  ori¬ 
ented  functions.  The  market  for  groupware  is  exploding  as  orga¬ 
nizations  find  they  can  use  it — specifically  the  e-mail 
function — as  a  platform  for  providing  workgroup  and  even 
enterprise-wide  access  to  information  and  resources. 

In  the  research  IDC  conducted,  almost  half  of  the  business 
benefits  organizations  received  from  migrating  to  groupware 
came  from  better  internal  and  external  communications.  For 
instance,  Farmland  Foods,  a  $2  billion  dollar  meat  processing 
company,  found  that  since  installing  GroupWise,  documents 
once  faxed  in  15  minutes  now  take  less  than  five  to  e-mail.  Fur¬ 
ther,  the  use  of  GroupWise  saved  almost  $400,000  in  voice 
phone  calls  a  year. 


For  most  companies,  an  investment  in  groupware  is  considered 
an  incremental  cost.  The  hardware  is  already  in  place,  as  is  the 
network.  Moreover,  the  support  costs — which  account  for  more 
than  50%  of  the  cost  of  operating  a  networked  PC — are  shared 
across  dozens  of  applications. 

But  even  with  all  the  hardware,  network,  and  support  costs 
amortized  across  the  groupware  software,  its  a  bargain.  IDC’s 
research  with  Novell’s  GroupWise  customers  found  that  a  typi¬ 
cal  installation  required  only  about  $250  in  fully-loaded  first- 
year  costs — less  than  5%  of  the  annual  cost  of  operating  and 
supporting  an  end-user  personal  computer. 

For  that  $250  investment,  those  same  GroupWise  customers 
found  that  their  first-year  return  was  over  $800  on  lowered 
communication  and  clerical  costs  alone.  Meanwhile,  they 
accrued  an  array  of  other  concrete  benefits,  such  as  fewer  meet¬ 
ings  (and  thus  less  travel  and  meeting  administration),  easier 
document  handling,  and  so  on.  For  every  single 
GroupWise  customer  interviewed  by  IDC,  return-on-invest¬ 
ment  exceeded  expectations. 

Modernizing  the  Network 

If  the  LAN  is  the  heart  of  client-server  computing,  then  the 
network  operating  system  is  its  soul.  As  LANs  have  evolved 
from  peripheral  information  systems  to  the  primary  compo¬ 
nents  of  mission-critical  systems,  they  have  become  more 
robust  and  more  scalable.  Along  the  way  they  have  also  pro¬ 
vided  IS  personnel  with  the  tools  to  manage  network  resources 
as  never  before. 

In  fact,  powerful  new  management  capabilities  are  why  many 
people  are  migrating  to  NetWare  4.1.  With  more  than  375,000 
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licenses  installed  worldwide  as  of  1995,  it  is  the  most 
popular  network  operating  system.  Three  key  reasons 
for  its  popularity  are: 

•  Greater  functionality 


Figure  4  —  Network  Cost-to-Use  at  Medium  (300  User)  Sites 
(Costs  After  Migrating  from  NetWare  3.X) 
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Source:  International  Data  Corporation,  1996 
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•  Improved  management 

•  Directory  services 

Figure  3  illustrates  how  survey  respondents  believe 
migrating  to  NetWare  4.1  has  enhanced  network 
productivity — with  ease  of  administration  at  the  top 
of  the  list,  mentioned  by  nearly  40%  of  respondents. 

NetWare  4. l’s  greater  functionality  has  promoted 
companies’  reliance  on  LANs  and  delivered  on  the 
ultimate  promise  of  client-server — increased 
productivity. 

According  to  recent  surveys  conducted  by  IDC,  LAN  man¬ 
agers  report  remarkable  improvements  in  managing  their  net¬ 
works  under  NetWare  4.1.  Although  they  expected  the 
number  of  nodes  on  their  networks  to  grow  by  260%  in  the 
12  months  following  installation,  they  anticipated  the  number 
of  file  servers  on  the  network  would  grow  by  only  163%.  In 
other  words,  under  NetWare  4.1,  they  expect  to  increase  the 
ratio  of  users  per  server  from  41  to  60 — an  improvement 
of  50%. 

In  addition  to  increasing  the  number  of  users  per  server, 
NetWare  4.1  provides  a  single  point  of  administration  with 
Novell  Directory  Services  (NDS)  that  results  in  a  lower  cost  of 
network  administration.  Figure  4  shows  how,  in  medium-sized 


Figure  3  —  How  NetWare  4.1 
Improves  Network  Productivity 


sites,  NetWare  4.1  generates  14%  lower  network  administration 
costs  than  Microsoft  NT,  primarily  by  increasing  the  user  to 
support  staff  ratio. 

Novell  and  other  networking  companies  have  set  their  sights 
on  developing  new  technologies  that  will  make  tomorrow’s 
networks  more  efficient  and  flexible.  Novell  has  developed  a 
Smart  Global  Network  strategy,  which  entails  making  the  net¬ 
work  available  to  anyone — anytime,  anywhere.  An  essential 
component  of  the  Smart  Global  Network  is  Novell  Directory 
Services  (NDS),  which  enables  companies  to  keep  track  of  and 
connect  all  of  a  network’s  users,  workgroups,  hardware  and 
software  on  one  common  access  and  administrative  frame¬ 
work.  NDS  provides  directory  services  technology  that  can 
handle  the  management  of  countless  resources  on  heteroge¬ 
neous  systems  spread  around  the  globe.  Also  fundamental  to 
Novell’s  vision  of  the  future  is  an  open  set  of  application  pro¬ 
gramming  interfaces  (APIs)  that  will  make  it  easy  to  incorpo¬ 
rate  NDS  and  other  NetWare  4  networking  services  into 
distributed  applications. 

Providing  End-to-End  Network  Management 

Staffing  costs  and  end-user  productivity  are  the  issues  that  keep 
IS  managers  awake  at  night.  And  that  has  never  been  more  true 
than  it  is  today.  As  networks  expand  and  intertwine,  the  critical 
success  factors  for  network  managers  will  include: 

•  Increasing  network  uptime,  both  in  operation  and  when 
installing  new  users  or  applications 

•  Increasing  efficiency  by  supporting  rapid  network  growth 
without  commensurate  growth  in  staff 

•  Increasing  responsiveness,  fixing  problems  in  a  way  that  mini¬ 
mizes  idle  time  for  users  or  within  business  processes 

To  meet  these  needs,  Novell  offers  ManageWise.  It  combines 
both  network  management  and  PC  administration  into  a  single, 
integrated  package.  Previously,  most  PC  administration  and 
LAN  management  products  worked  independently  of  one 
another,  each  requiring  dedicated  staff  and  resources. 
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Manage  Wise  is  the  integrated  solution  that  offers  a  sin¬ 
gle  view  of  the  network.  It  provides  analysis  tools  for 
understanding  bottlenecks;  permits  the  configuration, 
inventory,  and  diagnostics  of  PCs  from  a  single  local  or 
remote  site;  and  provides  tools  for  monitoring  and 
managing  remote  and  local  servers.  IDC’s  research 
demonstrates  that  even  small  and  medium-sized  compa¬ 
nies  can  achieve  significant  cost  savings  by  implement¬ 
ing  Manage  Wise  (see  Figure  5).  Network  managers 
found  that  the  most  significant  gains  in  efficiency  were 
realized  in  server  operation  and  help  desk  functions.  $500,000 
Using  Manage  Wise  also  increased  LAN  manager 
responsiveness.  Before  implementation,  only  30%  of 
network  or  end-user  problems  could  be  solved  from  a 
central  site;  afterwards,  that  number  rose  to  60%.  This 
is  especially  important  for  companies  with  highly 
decentralized  operations. 

Since  the  software-licensing,  maintenance,  and  training 
costs  of  a  product  like  Manage  Wise  are  low  compared  to  the 
number  of  users  potentially  affected,  the  return  on  investment 
can  be  surprisingly  high.  Across  the  survey  base  polled  by  IDC, 

Manage  Wise  paid  for  itself  on  average  within  19.7  days. 

For  every  100  users,  implementing  integrated  management  with 
ManageWise  saved  $95,784  annually.  These  savings  are  attrib¬ 
utable  to  the  following: 

•  More  efficient  systems  management,  including  an  increase  of 
33%  in  the  number  of  servers  and  25%  in  the  number  of 
PCs  a  staff  person  can  support,  and  a  decrease  in  travel  of 
53%,  leading  to  annual  cost  savings  of  $14,500 


Figure  5  —  Average  Annual  Savings  From  ManageWise 
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local,  wide-area,  and  global  networks.  Because  of  the  strategic 
and  financial  advantages  of  networking  wherever  systems 
reside  and  users  roam,  organizations  will  be  forced  to  expand 
the  reach  and  complexity  of  their  networks  simply  to  remain 
competitive. 

Astute  companies  will  concentrate  on  migrating  to  client-server 
computing  in  ways  that  maximize  both  the  resources  available 
to  run  networks  and  the  effectiveness  of  those  who  ultimately 
generate  revenues  and  profits — namely,  end  users. 


Call  to  Action 


•  Significant  reductions  in  the  time  required  to  perform  key 
management  tasks — such  as  five  hours  in  moves  and  changes, 
nine  hours  in  server  maintenance  and  configuration,  seven 
hours  in  help  desk  and  support,  four  hours  in  problem  track¬ 
ing,  three  hours  in  printer  maintenance,  etc. — saving  $30,844 
annually 

•  Dramatic  reductions  in  network  downtime  (over  50%)  due 
to  network  outages,  delays  addressing  problems  at  the  desk¬ 
top,  or  time  spent  installing  and  configuring  applications, 
generating  annual  savings  of  $50,440 

Cost-Savings  and  Client-Server: 

They  Aren’t  Mutually  Exclusive 

Believe  it  or  not,  return  on  investment  in  networking  can  be 
quantified.  While  it  may  sometimes  seem  that  networks  are 
growing  out  of  control,  vendors  like  Novell  are  in  fact  working 
diligently  to  develop  products  for  simplified,  easily  managed 


This  is  an  executive  overview  of  a  three-part  series  of 
White  Papers  entitled: 

•  Novell  GroupWise:  Leveraging  Desktop  and  Network 
Investments 

•  Novell  NetWare  4.1 :  Reducing  Cost  of  Ownership 

•  Novell  ManageWise:  Maximizing  Returns  on 
Networking  Investments 

For  a  free  copy  of  the  Novell  Business  Advisor  containing 
tools  that  help  you  assess  return  on  investment  with 
NetWare,  MangeWise,  and  GroupWise,  as  well  as 
electronic  versions  of  the  IDC  White  Papers,  call 
1  -800-665-4586  or  visit  either  the  Novell  home  page  at 
http://www.roi.novell.com  or  the  IDC  home  page  at 
http://www.idcresearch.com 


Copyright  ©  1996  by  International  Data  Corporation,  the  leading  provider  of  market  information,  industry  analysis,  and  strate¬ 
gic  and  tactical  guidance  to  builders,  providers,  and  users  of  information  technology.  IDC's  global  information  infrastructure  of 
continuous  information  research  and  advisory  and  consulting  services  supports  our  customers’  strategic  planning,  product 
management,  and  sales  and  marketing  activities.  IDC  is  an  International  Data  Group  Company:  The  World’s  Leader  in  Informa¬ 
tion  Services  on  Information  Technology. 

Novell  and  NetWare  are  registered  trademarks;  ManageWise  and  GroupWise  are  trademarks  of  Novell,  Inc. 
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SURFING  THE  BUSINESS 


POTENTI AL 


Executive  conference  for  senior  information  executives 
and  webmasters  responsible  for  evaluating  and 
leveraging  the  World  Wide  Web  and  the  Internet  for 
competitive  gain  and  internal  productivity  benefits. 
http://www.cio.com  ■  1-800-355-0246 
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whom,  the  decision  can  be  made 
to  outsource  to  multiple  providers, 
partner  with  a  single  large  provider 
or  return  the  function  to  the  busi¬ 
ness  unit. 

Once  the  decision  is  made  to  out¬ 
source,  managers  should  go  through 
a  structured  process  that  includes  the 
creation  of  an  overall  project  plan,  a 
human  resources  strategy,  a  compre¬ 
hensive  request  for  proposal  (RFP), 
a  formal  bid  process  (including  ven¬ 
dor  evaluation  modeling,  detailed 
contract  negotiations  and  contract 
creation)  and  the  development  of  a 
detailed  implementation  plan. 

The  process,  if  done  correctly, 
should  help  solve  the  one-stop  shop¬ 
ping  versus  best-of-breed  dilemma. 
Companies  can  create  RFPs  that  have 
modular  characteristics,  providing 
for  the  inclusion  of  both  large  gener¬ 
alists  and  smaller  niche  specialists. 
All  are  judged  on  the  same  decision 
criteria.  Under  that  methodology, 


the  management  team  can  compare 
all  the  large  vendors  with  each  other 
as  well  as  with  a  “cluster”  of  special¬ 
ists  grouped  together  to  form  an  ad 
hoc  generalist.  In  doing  so,  man¬ 
agers  can  compare  the  merits  of 
each  approach,  look  at  the  tradeoffs 
and  make  a  decision. 


Some  managers  are  for¬ 
saking  “one-stop  shopping” 
in  favor  of  subcontracting 
the  project  themselves. 


Companies  can  award  the  project 
to  a  large  global  provider  while  writ¬ 
ing  a  modular  contract  that  allows 
them  to  set  up  an  ongoing  process  to 
measure  the  vendor  against  individ¬ 


ual  quality  specialists.  Another  op¬ 
tion  is  to  alert  bidding  vendors  in  ad¬ 
vance  that  they  may  have  to  partner 
with  certain  smaller  companies. 

Finally,  some  may  wish  to  award 
the  contract  or  pieces  of  it  to  any 
company  that  simply  demonstrates 
in  the  bidding  process  that  it  can  pro¬ 
vide  the  best  service. 

Ultimately  what’s  at  stake  is  a  com¬ 
pany’s  philosophy  about  controlling 
its  own  destiny.  In  awarding  a  contract 
to  a  generalist,  managers  must  un¬ 
derstand  how  the  vendor  plans  to 
fulfill  contractual  commitments. 
Clearly,  that  approach  requires  sub¬ 
stantially  greater  diligence  upfront, 
but  it  should  pay  enormous  rewards 
over  the  long  haul.  BE] 

Stanley  Goldman  is  the  president  and 
CEO  of  Technology  &  Business  Inte¬ 
grators  Inc.  (TBI),  a  management  con¬ 
sulting  firm  in  Woodcliff  Lake,  N.J.  His 
e-mail  is  sgoldman@tbicentral.com. 


Imagine  .  .  .  software  so  powerful,  its  benefits 
get  your  picture  on  the  cover  of  CIO 

Imagine  .  .  .  software  so  powerful,  you  can  bet  the 
future  of  your  company  on  it. 

Ahh  .  .  .  SEER-SEM  makes  your  dreams  come  true. 

If  you  manage  software  development  projects,  you  need  SEER-SEM! 

"When  we  at  Motorola  needed  an  estimating  tool  for  the  Iridium  Program ,  we 

researched  the  market  for  the  best  available  product .  We  chose  the  SEER  family  of 

parametric  estimating  tools ...  "  _  _  .  .  ....  _ 

-R.  Bailey,  Motorola  Satellite  Communications 

For  more  information;  call,  fax,  write,  E-Mail  or  visit  our  www  site. 
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G  A  SEER  Technologies 

Division  of  Galorath  Associates,  Inc. 


PO  Box  90579,  Los  Angeles,  CA  90009 

Phone:  310-670-3404 

Fax:  310-670-6481 

E-Mail:  info@gaseer.com 

Web  Site:  http://www.gaseer.com 
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CIO 


"Risk"  is  hardly  an  accountant's  favorite 
word.  So  it's  instructive  that  our  Big  Six 
customers  have  invested  over  $56  million 
in  Dell  PCs  in  the  past  12  months. 

Is  it  because  we  custom-build  in  ISO  9002 
certified  facilities?  Because  we  guarantee 


Microsoft' 
Windows '95 


network  compatibility?  Because  we  have  a 
nationwide  army  of  local  account  executives 
and  systems  engineers? 

Whatever  the  reason,  it's  probably  the  same 
one  that  explains  why  6  of  the  8  biggest  airlines, 
12  of  the  13  largest  telecommunications 


companies,  4  of  the  5  largest  mutual 
insurance  companies  -  in  fact,  80%  of  the 
Fortune  500  -  buy  from  us. 

So  if  you've  been  looking  for  a  computer 
company  that  understands  big  business, 
Dell’s  the  place  to  land. 


IMU 

(800)847-4054 

http://www.dell.com/ 


Keycode  #13019 


DELL®  LATITUDE™  XPi  P133ST 

133MHz  PENTIUM®  PROCESSOR 

•  11.3"  SVGA  Active  Matrix  Color  Display 

•  16MB  RAM/81  OMB  HDD 

•  PCI  Bus  Architecture  with 
256KB  L2  Cache 

•  Integrated  16-bit  Sound 

•  New  128-bit  High  Performance  Video 

•  Smart  Lithium  Ion  Battery  with 
Five  Hours  of  Battery  Life* 

•  3  Year  Limited  Warranty' 


DELL  OPTIPLEX™  GX  5166MT 

166MHz  PENTIUM  PROCESSOR 

•  32MB  EDO  RAM 

•  2GB  Hard  Drive 

•  17LS  Monitor  (15.7"  v.i.s.,  .26NI) 

•  4X  CD-ROM 

•  Integrated  3Com®  EtherLink®  III 

•  Integrated  Audio 

•  3  Year  Warranty 


$4449  $3419 

Product  Code  #600203  Product  Code  #300891 


DELL  LATITUDE  XPi  P100SD 

100MHz  PENTIUM  PROCESSOR 

•  10.4"  SVGA  Dual  Scan  Color  Display 

•  8MB  RAM/810MB  HDD 

•  PCI  Bus  Architecture  with 
256KB  L2  Cache 

•  Integrated  16-bit  Sound 

•  New  128-bit  High  Performance  Video 

•  Smart  Lithium  Ion  Battery 

•  Infrared  Port  for  Wireless  Connectivity 

•  3  Year  Limited  Warranty 


DELL  OPTIPLEX  G5133M+ 

133MHz  PENTIUM  PROCESSOR 

•  16MB  EDO  RAM 

•  1.6GB  Hard  Drive 

•  15TX  Monitor  (13.7"  v.i.s.,  28NI) 

•  256KB  Cache 

•  Integrated  3Com  EtherLink  III 

•  3  Year  Warranty 

PICTURED  SYSTEM 


$3199  $2269 

Product  Code  #600201  Product  Code  #300170 


DELL  POWEREDGE  ™  XL  5133-4 

133MHz  PENTIUM  PROCESSOR 

•  32MB  ECC  RAM 

•  4GB  Fast/Wide  SCSI-2  HDD 

•  15TX  Monitor  (13.7"  v.i.s.,  28NI) 

•  3Com  Fast  EtherLink  III  EISA  NIC 

•  512KB  Write  Back  Cache 

•  PCI  Fast/Wide  RAID  Controller 

•  6X  SCSI  CD-ROM 

Prices  listed  are  non-discountable  promotional  pricing  only.  *ln  Cross-Country  tests  conducted  by  VeriTest,  inc.,  a 
leading  independent  test  lab,  a  prototype  Dell  Latitude  XPi  P133ST  lasted  an  average  of  5  hours  and  5  minutes.  The 
VeriTest  Cross-Country  tests  simulate  typical  executive  use  of  MS®  Office  applications  with  Microsoft®  Windows®  95. 
Power  management  was  enabled  and  8MB  RAM  was  installed.  VeriTest  is  located  in  Santa  Monica,  CA.  tFor  a  complete 
copy  of  our  Guarantees  or  Limited  Warranties,  please  write  Dell  USA  L.P.  2214  W.  Braker  Lane,  Suite  D,  Austin,  TX  78758. 
‘On-site  services  provided  by  BancTec  Service  Corp.  On-site  service  may  not  be  available  in  certain  remote  locations.  Prices 
and  specifications  valid  in  the  U.S.  only  and  subject  to  change  without  notice.  The  Intel  Inside  logo  and  Pentium  are 
registered  trademarks  of  Intel  Corporation.  Microsoft,  Windows  and  the  Windows  logo  are  registered  trademarks  of 
Microsoft  Corporation.  XJACK  is  a  registered  trademark  of  US  Robotics  Mobile  Communications  Corporation  3Com  and 
EtherLink  are  registered  trademarks  of  3Com  Corporation  ©Dell  Computer  Corporation.  All  rights  reserved 


•  Server  Manager  Software 

•  3  Year  Dell  BusinessCare™  Service 

•  1  Year  DirectLine  NOS  Support 

•  On-site’  Set-up  and  Validation 

SYSTEM  NOT  PICTURED 

$13,391 

Product  Code  #200111 
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THE  ART  OF  THE 


As  outsourcing  partnerships  become  more 
the  rule  than  the  exception,  CIOs  learn 
that  the  give  and  take  continues  long  after 
contract  negotiations  have  ended 

BY  RICHARD  PASTORE 


Inflated  expectations,  inevitable  disappointments. 

Broken  promises,  punitive  paybacks.  These  aren’t  the  plot 
points  of  a  TV  melodrama  or  tragic  romance  novel  but  the  real¬ 
ities  of  many  outsourcing  relationships.  Outsourcing  partner¬ 
ships  have  proved  to  be  no  bed  of  roses.  The  honeymoon  typi¬ 
cally  ends  quickly,  and  the  couples  find  themselves  struggling 
to  maintain  harmony  through  painstaking  relationship  management. 
Their  lessons  are  relevant  for  today’s  CIO,  whose  job  will  increas¬ 
ingly  be  recast  as  relationship  manager  for  these  ongoing  arrange¬ 
ments. 

A  shrewd  contract  packed  with  customer-friendly  clauses  is  a  good 
start,  but  contract  stipulations  commonly  fail  to  translate  into  reality. 
Of  the  221  CIOs  responding  to  a  1995  Gartner  Group  Inc.  survey,  47 
percent  who  have  been  in  a  relationship  more  than  two  years  dubbed 
their  outsourcing  experiences  a  “mixed  bag,”  while  12  percent 
deemed  them  outright  failures.  Outsourcing  veterans  say  that  bol¬ 
stering  the  success  rates  of  these  arrangements  depends  as  much 
on  the  art  of  the  relationship  as  the  science  of  the  contract. 
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Dangerous  Liaisons 


Don’t  Delegate  Critical  Details 

“If  you  ’re  the  CIO,  this  ought  to  be  your  lifeblood.  You  go  to  the  meetings, 
you  don ’t  delegate  them.  If  you  buy  dog  food,  you  ’re  going  to  have  to  eat  it.  ” 
-Richard.  LeFave,  vice  president  and  CIO  of  Southern  New  England  Telephone  Co. 

Some  company  executives  believe  that  when  they  outsource 
IT  they  cede  the  IS  leadership  burden  as  well.  In  effect,  they  try  to 
outsource  the  CIO’s  role,  but  in  truth  nothing  could  be  more  short¬ 
sighted  or  dangerous. 

The  CIO  is  one  of  the  few  staff  members  likely  to  have  the  skills  and 
background  necessary  to  successfully  manage  an  outsourcing  relation¬ 
ship  at  the  strategic  level.  Procurement  chiefs,  IS  middle  managers  and 
even  auditors  can  oversee  the  day-to-day  operations  of  a  deal  by  spotting 
performance  problems  or  tending  to  the  details  of  the  contract.  But  only 
an  IS  executive  can  ensure  that  vendor  strategies  mesh  with  corporate 
goals  and  vision. 

“We’ve  read  for  ages  that  the  CIO  has  to  become  a  businessperson,” 
says  John  Paul  Back,  manager  of  information  resources  management  at 
A.K.  Steel  Corp.  and  manager  of  the  Middletown,  Ohio,  company’s  out¬ 
sourcing  relationship.  That  mandate  is  even  more  relevant  with  out¬ 
sourcing.  “If  you  do  not  have  a  CIO  who  is  first  a  businessperson  and  can 
understand  and  administer  the  contract,  then  it’s  going  to  fail,”  he  warns. 

What  skill  set  should  CIOs  cultivate  to  be  smart  relationship  man¬ 
agers?  To  begin  with,  they  must  understand  the  nature  of  the  business 
with  which  they  are  dealing.  CIO  relationship  managers  would  do  well  to 
learn  to  be  strategic  in  their  thinking,  well-focused,  even-tempered, 
tough-minded,  creative  and  strong  negotiators,  according  to  Dr.  Wendell 
Jones,  senior  vice  president  of  technology  services  at  the  National  Asso¬ 
ciation  of  Securities  Dealers/Nasdaq  Stock  Market  in  Rockville,  Md.  “A 
CIO  with  only  technology  skills  is  not  the  person  to  run  this  relation¬ 
ship,”  says  Jones.  -R.  Pastore 


“You  can  have  the  best  contract  in 
the  world,  but  if  you  don’t  manage  it, 
it  doesn’t  do  you  any  good,”  says  Paul 
Gearhart,  director  of  information 
technology  procurement  at  Allied  Sig¬ 
nal  Inc.  in  Tempe,  Ariz.  Service  level 
agreements,  performance  reporting, 
governance  structures,  subcontractor 
approval  rights  and  penalty  charges 
were  all  wisely  built  into  Allied  Sig¬ 
nal’s  contract  with  IBM  Corp.’s  Inte¬ 
grated  Systems  Solutions  Corp. 
(ISSC)  in  Somers,  N.Y.  But  the  com¬ 
pany  failed  to  enforce  the  provi¬ 
sions — particularly  the  penalties — 

“When  a  vendor  doesn’t 
deliver,  it’s  a  client’s 
responsibility  to  let  them 

know.”  -Ronald  Gallagher 

and  Gearhart  cites  his  own  company’s 
insouciance  as  the  key  reason  for  diffi¬ 
culties  encountered  after  the  deal  was 
finalized.  Allied  Signal  and  others 
have  discovered  the  hard  way  the  fol¬ 
lowing  strategies  for  successful  post¬ 
contract  management. 

Impose  Penalties 

Some  companies  see  a  vendor  per¬ 
formance  shortfall  as  an  opportunity 
to  extract  nonmonetary  payback, 
wheedling  some  free  service  on  the 
side  in  lieu  of  penalty  charges.  While 
such  a  compromise  may  be  expedi¬ 
ent,  it  sends  the  wrong  message  to 
vendors  and  undermines  the  compa¬ 
ny’s  position,  says  Gearhart.  “Trading 
penalties  for  services  truly  negates 
the  whole  intent  of  performance  mea¬ 
surement  and  charges,”  he  says. 
When  a  charge  is  levied  and  there  is  a 
cash  outflow,  vendor  executives  take 
notice.  That  won’t  happen  when  com¬ 
panies  make  deals  and  waive  charges. 
“It  tells  the  outsourcer  that  you’re 
willing  to  compromise  service 
levels,”  says  Gearhart. 

Be  Prepared 

Many  companies  fight  hard  to  win 
penalty  provisions  from  vendors  only 
to  find  themselves  averse  to  levying 
charges  or  forcing  a  dispute  of  any 
kind.  Indeed,  conflict  avoidance  is  one 


of  the  most  common  scourges  of  out¬ 
sourcing  relationships.  “It’s  an  un¬ 
pleasant  and  painful  duty,  so  it’s  very 
easy  for  managers  to  back  off,”  notes 
Ronald  G.  Gallagher,  a  former  IS  lead¬ 
er  at  Allied  Signal  who  negotiated  the 
outsourcing  contract  there.  Ulti¬ 
mately,  the  company  is  responsible 
for  user  satisfaction,  “so  when  a 
vendor  doesn’t  deliver,  it’s  a  client’s 
responsibility  to  let  them  know,”  says 
Gallagher,  now  president  of  Oust  Con¬ 
sulting  Inc.  in  Paradise  Valley,  Ariz. 
Execute  the  charging  mechanism,  he 
urges,  “and  make  it  painful.” 

Amtrak’s  reluctance  to  confront 
ISSC  with  what  it  considered  substan¬ 
dard  performance  levels  contributed 
to  some  sticky  times  between  the 
companies  at  the  beginning  of  their 
relationship.  “The  first  year  is  some¬ 


times  considered  a  learning  curve, 
and  you  tend  to  think  you  can  live 
with  imperfection.  But  after  a  year, 
you  get  frustrated,”  says  Norris  Over- 
ton,  former  vice  president  of  IS  and 
reengineering  for  Washington-based 
Amtrak.  Overton  had  moved  on  to  be¬ 
come  Amtrak’s  vice  president  of  cus¬ 
tomer  and  employee  satisfaction  but 
stepped  back  into  the  picture  when  he 
saw  that  the  outsourcing  arrangement 
he  had  championed  was  in  trouble. 

Part  of  Amtrak’s  conflict  avoidance 
can  also  be  attributed  to  becoming  too 
closely  allied  with  the  vendor.  Accord¬ 
ing  to  Overton,  one  Amtrak  IS  direc¬ 
tor  charged  with  relationship  over¬ 
sight  became  too  friendly  with  his 
counterparts  at  ISSC  after  working 
side  by  side  with  them  for  a  year.  “He 
spent  much  of  his  time  explaining  the 
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The  man  to  have  on 


team 


To  Leorn  More ,  Call... 

1-800-922-9466 


the  knowledge  to  drive  your  business 


•  If  you  knew  Torn 
Mom  was  one  of  your 
best  charge  card 
customers,  you  could 
decide  to  promote 
perfume  when  she  took 
him  shopping  for  spikes. 
And  if  such  knowledge 
enriched  every  aspect 
of  your  business,  all 
your  business  decisions 
would  be  better.  Which 
is  the  best  reason  to  do 
business  with  us.  Our 
decision  support  sys¬ 
tems  bring  the  cus¬ 
tomer  knowledge  you 
need  to  drive  your  busi¬ 
ness,  to  your  desktop. 

•  Whether  you're 
deciding  on  promotions 
to  increase  charge  card 
usage,  evaluating 


loyalty  programs  or 
lifetime  value,  we  can 
provide  the  knowledge 
you  need  to  make 
better  customer- 
focused  decisions. 

•  We  start  by 
enriching  your  internal 
customer  databases 
with  external  InfoBase™ 
information,  transforming 
them  into  an  integrated 
customer  knowledge 
base.  The  data  ware¬ 
houses  we  build  make 
this  knowledge  available 


enterprise-wide.  Our 
software,  tools  and  ser¬ 
vices  make  it  easily 
accessible  from  desktop 
PCs.  And  our  long 
experience  has  resulted 
in  industry  models  that 
enable  us  to  implement 
systems  that  suit  your 
needs  precisely.  Quickly. 

Customer-focused 
decision  support.  From 
Acxiom.  The  knowledge 
you  need  to  win  in  the 
big  leagues. 


Acxiom  Corporation 

301  Industrial  Boulevard,  P.O.  Box  2000,  Conway,  AR  72033 
Email:  info@acxiom.com 
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INTRODUCING 

SUN'S  NO-COMPROMISE  ENTERPRISE  SERVERS. 
THE  FIRST  IN  HISTORY  TO  GIVE  YOU 
MAINFRAME  CALIBER  COMPUTING  WITH  THE 
BENEFITS  OF  OPEN  SYSTEMS. 


You  bought  a  mainframe  because  of  the  reliability,  capacity, 
throughput  and  control.  But  they  lacked  the  flexibility,  information- 
access  and  applications  of  client/server  computing.  Now,  you  can 
have  the  best  of  both  worlds— the  Sun™  Ultra™Enterprise™  Servers 
combine  the  benefits  of  network  computing  with 
the  capacity,  reliability  and  control  of  a  mainframe 
to  give  you  an  entirely  new  level  of  computing. 
Whether  you  need  immense  data  warehouses 
or  the  ability  to  support  thousands  of  users, 


every  reason 

you  didn't. 


Sun  delivers.  Up  to  30  processors,  30  gigabytes  of  memory, 
mainframe-class  I/O,  and  10  terabytes'of  storage.  And  with 
the  Solaris™  operating  environment,  you  get  the  ability  to 
expand  in  all  directions  so  you  can  have  capacity  on  demand. 
Plus,  you’ll  have  the  confidence  of  a  system  engineered  with 
the  industry’s  best  reliability  features;  every  major  system 
component  is  redundant  and  hot-pluggable.  Naturally,  these 
systems  are  backed  by  world-class  service,  and  round-the- 
clock  mission-critical  support.  Factor  in  Solstice™  software,  a 


comprehensive  suite  of  tools  and  services,  and  you’ve  got 
centralized  control  of  your  entire  network.  Thanks  to  our 
premier  software  partnerships,  these  servers  are  the  ideal 
platforms  on  which  to  run  all  the  leading  business  applications. 
Sun  Ultra  Enterprise  Servers.  The  era  of  enterprise  network 
computing  is  here.  For  more 
information,  contact  Sun  at 
http://www.sun.com  or  call  us 
at  1-800-786-0785,  Ext.  410.  the  network  is  the  computer” 
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vendor’s  difficulties  and  not  demand¬ 
ing  that  it  meet  our  standards,”  Over- 
ton  says. 

Go  to  The  Top  When  Necessary 

To  save  the  relationship,  Amtrak  did 
what  it  deemed  necessary.  “I  called 
[former  ISSC  President  and  CEO] 
Sam  Palmisano  to  discuss  the  prob¬ 
lems  and  concerns  we  had  with  the 
contract,”  Overton  says.  “I  made  sure 
I  was  able  to  present  sufficient  evi¬ 
dence  that  their  performance  was  not 
up  to  what  they  had  promised.”  For 
example,  Amtrak  IT  users  were 
suffering  a  spate  of  network  crashes, 
something  they  rarely  encountered 
before  outsourcing,  he  says.  “ISSC  did 
a  good  job  running  the  data  center,  but 
they  were  not  providing  LAN  users 
with  service  levels  to  which  they 
were  accustomed,”  says  Overton. 

ISSC  subsequently  took  steps  to 
preserve  the  relationship,  including 
changing  personnel  and  adding  ser¬ 
vice  not  originally  called  for  in  the 
contract.  Being  flexible  enough  to 
modify  the  contract  to  ensure  great 
service  is  worth  a  lot  in  the  long  run, 
Palmisano,  who  recently  became  gen¬ 
eral  manager  of  IBM  Personal  Com¬ 
puter  Co.  The  caveat,  he  adds,  is  that 
the  customer  must  be  fair  to  the  ven¬ 
dor.  “You  can’t  ask  a  vendor  to  take  on 
more  work  without  some  level  of 
compensation.  Norris  is  a  very  good 
executive;  people  like  that  don’t  make 
those  kinds  of  [unreasonable]  re¬ 
quests.” 

Heading  straight  for  the  top  is  of¬ 
ten  the  easiest  way  to  resolve  dis¬ 
putes  that  would  otherwise  bog 
down  in  the  contentious  quagmire  of 
the  operational  nether  levels.  Tough 
schedules  and  continual  pressures 
make  friction  and  fights  inevitable  on 
the  front  lines.  To  rise  above  all  that, 
“you  need  a  way  to  escalate  issues 
so  that  they  don’t  boil  over  and  cause 
an  T’m-going-to-get-my-lawyer’  re¬ 
action,”  says  Joe  Deney,  vice  presi¬ 
dent  of  IS  at  McDonnell  Douglas 
Corp.,  the  St.  Louis  aerospace  giant. 

Eastman  Kodak  Co.  is  another 
company  with  an  inclination  to  esca¬ 
late.  “We  aren’t  bashful.  If  the  prob¬ 
lem  is  severe  enough,  we  feel  that 
Kodak  can  call  the  senior  manage¬ 


ment  at  our  service  providers  right 
now,”  says  Vaughn  Hovey,  manager  of 
IT,  supplier  and  alliance  management 
in  Rochester,  N.Y.  But  he  acknowl¬ 
edges  that  escalation  is  a  remedy  that 
shouldn’t  be  overused.  “You’d  better 
be  serious  about  it,”  he  says.  “Other¬ 
wise  it  loses  its  effectiveness  and 
sends  the  signal  that  local  staff  is  not 
effective.” 

Palmisano,  for  one,  says  he’d  rather 
be  pestered  than  not.  “It’s  much  bet¬ 
ter  to  hear  from  the  customer  that 
there’s  some  concern  we  need  to 
work  on  versus  hearing  about  it  from 
the  competitor  or  reading  about  it  in 
one  of  the  trade  articles,”  he  says. 

Set  Up  a  Governing  Board 
and  Meet  Regularly 

Though  it’s  probably  best  to  get  the 
immediate  attention  of  your  vendor’s 
CEO  for  urgent  issues,  planning  to 
meet  regularly  with  a  governing  board 
can  successfully  resolve  most  other 
disputes. 

Just  about  every  outsourcing  rela¬ 
tionship  incorporates  meetings  be¬ 
tween  vendor  and  client  groups  at 
various  levels  of  the  management 
food  chain.  But  not  all  of  them  live  up 
to  their  best  intentions.  Many  con¬ 
tracts  stipulate  such  meetings,  and 
they  may  take  place  one  or  two  times, 
but  then  the  enthusiasm  falls  off,  and 
meetings  become  less  regular  or  oc¬ 
cur  on  a  lower  level — and  thus  be¬ 
come  less  effective. 

Kodak  can  attest  to  the  importance 
of  governing  boards.  When  its  divi¬ 
sional  governance  committees  did 
not  meet  as  frequently  as  was  speci¬ 
fied  in  the  contracts,  the  vendors 
more  often  failed  to  meet  their  objec¬ 
tives,  Hovey  says.  When  they  met 
regularly,  things  worked  better.  Con¬ 
sequently,  Kodak’s  most  recent  con¬ 
tract  renewals  reemphasize  govern¬ 
ing  councils  and  encourage  meetings 
of  the  minds  on  tactical  issues. 
Higher-level  management  boards 
now  meet  annually  or  semiannually 
to  attend  to  more  strategic  issues  and 
to  make  sure  the  overall  outsourcing 
provisions  are  being  satisfied. 

At  McDonnell  Douglas,  the  govern¬ 
ing  bodies  are  contractually  required 
to  meet  a  minimum  of  once  a  year. 


When  Kodak’s  divisional 
governance  committees  did 
not  meet  as  frequently  as  was 
specified  in  the  contracts,  the 
vendors  more  often  failed  to 
meet  their  objectives. 

The  board  members  are  the  bosses 
of  all  the  IT  leaders — vice  president 
level  at  least.  “And  because  our  con¬ 
tract  is  so  big,  we’ve  also  established 
a  president-to-president  relationship,” 
Deney  adds. 

Vendors  are  eager  for  these  high- 
level  meetings  as  well,  if  only  to  afford 
an  opportunity  to  make  their  case. 
Boston-based  software  consultancy 
Keane  Inc.  has  had  customers  who 
were  reluctant  to  spare  their  senior 
managers  for  joint  meetings.  “It’s 
tough  from  our  standpoint,”  says 
Brian  Keane,  vice  president  and  area 
manager  of  Keane’s  information  ser¬ 
vices  division.  “We  need  to  report  our 
accomplishments  to  this  constituency 
somehow,  even  if  it’s  in  writing.” 

Don’t  Outsource  the  Oversight 

As  important  as  governance  and 
oversight  are,  companies  may  find 
they  have  no  one  on  staff  capable  of 
shepherding  the  relationship.  It’s 
the  old  problem  of  paring  too  close 
to  the  bone.  “In  their  zeal  to  reduce 
cost,  they  transfer  or  cut  the  person¬ 
nel  resources  they  need  to  manage 
the  contract,”  observes  Gene  Prock- 
now,  national  director  of  technology 
outsourcing  advisory  services  for 
Deloitte  &  Touche  Consulting  Group 
in  Boston. 

Like  it  or  not,  companies  must  de¬ 
vote  a  certain  amount  of  full-time 
staff  to  managing  these  agreements. 
“It  won’t  just  manage  itself,”  warns 
Dr.  Wendell  Jones,  senior  vice  presi¬ 
dent  of  technology  services  at  the 
National  Association  of  Securities 
Dealers/Nasdaq  Stock  Market  in 
Rockville,  Md. 

But  how  many  people  should  be 
devoted  to  the  task?  A  recent  joint 
survey  by  The  Outsourcing  Institute 
in  New  York  and  Arthur  Andersen  & 
Co.  found  one  full-time  dedicated  per- 
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son  per  $20  million  spent  on  out¬ 
sourcing  for  contracts  over  $5  mil¬ 
lion.  This  benchmark  is  less  accurate 
for  megadeals,  since  there  are  effi¬ 
ciencies  of  scale  when  the  contract 
gets  above  $300  million  or  $400  mil¬ 
lion,  notes  Michael  F.  Corbett,  co¬ 
founder  and  director  of  research  and 
member  programs  at  the  institute. 
(For  further  findings  on  the  study, 
“Post-Contract  Management,”  see 
The  Outsourcing  Institute’s  Web  site 
at  http://www.outsourcing.com.) 

McDonnell  Douglas  initially  devot¬ 
ed  20  full-timers  to  the  relationship 
with  ISSC,  according  to  Jones,  who 
was  involved  in  the  megadeal  before 

“  It  was  my  sense  that  their 
staff  was  not  really  in  tune 
with  our  corporate  culture.” 

-Norris  Overton 

he  left  the  company  two  years  ago. 
The  number  has  since  been  reduced 
as  the  relationship  has  matured. 

An  oversight  team  should  include 
specialists  in  technology,  usage 
charges,  financial  accounting  and, 
above  all,  an  executive  with  business 
acumen  who  can  ensure  the  technol¬ 
ogy  remains  aligned  with  the  business 
strategy.  Most  say  it’s  a  role  perfectly 
tailored  for  today’s  CIO  (see  “Danger¬ 
ous  Liaisons,”  Page  42). 

Maintain  Continuity 
of  Management 

Losing  management  continuity  is  an¬ 
other  common  obstacle  on  the  road  to 
relationship  caretaking.  The  people 
involved  in  the  contract  negotiations 
should  be  those  involved  in  ongoing 
oversight.  By  maintaining  such  conti¬ 
nuity,  managers  are  more  likely  to  be 
working  from  the  same  page,  sharing 
the  same  understanding  of  the  moti¬ 
vations,  goals,  terms  and,  most  im¬ 
portant,  the  unwritten  expectations 
of  the  agreement. 

Brian  Smith,  executive  director  of 
the  headquarters  group  in  the  Global 
Operations  and  Technology  depart¬ 
ment  at  American  Express  Bank  Ltd. 
in  New  York,  negotiated  a  pact  with 
Electronic  Data  Systems  Corp.  more 


High  Hopes 

Successful  outsourcing 
depends  on  realistic 
expectations 

One  of  the  main  reasons 

outsourcing  relationships  go 
south  is  that  companies  think 
the  vendor  isn’t  living  up  to  its  end 
of  the  bargain.  The  trouble  is,  many 
of  the  client’s  expectations  are  un¬ 
realistic  or  unreasonable. 

For  starters,  many  companies 
think  outsourcing  will  cure  all  their 
problems — resolving  technology, 
development,  and  maintenance  con¬ 
cerns  while  relieving  managers  of 
staffing  burdens.  In  reality,  companies 
will  be  faced  with  many  new  difficul¬ 
ties  that  the  contract  negotiators  nev¬ 
er  anticipated,  says  Rita  Terdiman, 
vice  president  and  research  director 
at  the  Gartner  Group  Inc.’s  Bay  Area 
Research  Center  in  San  Jose,  Calif. 

Also,  cost  savings  are  sometimes 
inflated  in  the  mind  of  the  eager  ex¬ 
ecutive.  “Some  customers  squeeze 
and  squeeze  on  the  price  issue  until  it 


becomes  a  win-lose  deal”  says  Lane 
Nonnenberg,  Hewlett-Packard  Co.’s 
sales  and  marketing  manager  for 
worldwide  customer  support  opera¬ 
tions,  which  include  outsourcing  ser¬ 
vices.  It’s  also  unreasonable  for  cost 
savings  to  materialize  during  the 
transitional  period,  which  could  span 
three  months  to  a  year. 

Another  unrealistic  expectation: 


than  a  year  ago  and  made  certain 
he  was  dealing  with  the  people  who 
would  eventually  manage  the  account, 
not  just  sales  or  marketing  staff. 
Smith  himself  has  since  gone  on  to 
manage  the  relationship.  Of  course, 
he  notes,  “it’s  not  something  I  want  to 
do  for  the  rest  of  my  life,”  so  he’s 
communicated  the  terms,  goals  and 
motives  of  the  deal  to  colleagues  who 
might  someday  step  into  the  role. 
Keeping  precise  logs  of  decisions  and 
agreements,  including  their  ration¬ 
ales,  will  help  when  it’s  time  to  pass 
the  baton. 

Don’t  Force  a  Bad  Fit 

In  some  cases,  however,  continuity 
may  be  the  last  thing  one  would  want. 
Personality  clashes  may  seem  trifling 
in  the  strategic  world  of  big  business, 
but  they  can  send  a  multimillion- 


dollar  outsourcing  relationship  to  the 
brink.  Amtrak  and  certain  ISSC  per¬ 
sonnel  apparently  got  off  on  the 
wrong  foot  in  their  10-year,  $500  mil¬ 
lion  arrangement.  “It  was  my  sense 
that  their  staff  was  not  really  in  tune 
with  our  corporate  culture,”  Overton 
says.  “They  were  more  concerned 
with  referring  to  the  fine  print  in  the 
contract  than  with  providing  customer 
service.”  When  Overton  would  go  to 
senior  account  managers  with  re¬ 
quests,  he  says,  he  was  met  with  in¬ 
difference  or  antagonism.  “They 
would  tell  me  that  they  would  get  to 
it,  but  they  were  working  on  other 
things  right  now,”  he  says.  “I  pointed 
out  that  we — and  not  ‘other  things’ — 
were  their  number-one  priority.” 

Amtrak  asked  for  the  removal  of 
ISSC’s  senior  account  manager,  exer¬ 
cising  its  right  to  approve  or  reject  the 
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companies,  especially  big  ones,  feel 
vendors  should  not  mind  providing  in¬ 
cremental  services  and  change  orders 
for  little  or  no  cost.  “If  someone  wants 
us  to  change  the  dynamics  of  a  con¬ 
tract,  we’re  flexible  and  would  be  will¬ 
ing  to  do  so.  But  they  can’t  ask  us  to 
take  on  development  without  giving 
something  else  up,”  says  Sam  • 
Palmisano,  former  president  and  CEO 


of  IBM  Corp.’s  Integrated  Systems 
Solutions  Corp.  in  Somers,  N.Y.  “And  I 
can’t  do  it  for  free.” 

It’s  impossible  to  anticipate  spe¬ 
cific  business  changes  at  the  time  a 
contract  is  signed.  Instead,  compa¬ 
nies  and  vendors  alike  should  be  flex¬ 
ible  enough  to  adapt  to  change.  “How 
many  businesses  out  there  haven’t 
changed  in  the  last  five  years?”  asks 
Brian  Keane,  vice  president  and  area 
manager  of  the  information  services 
division  of  software  consultancy 
Keane  Inc.  in  Boston.  “The  point  is 
not  to  forgive  the  vendor  but  to  rec¬ 
ognize  that  change  happens  and  to  be 
flexible  enough  to  change  the  rules 
and  set  up  a  fresh  arrangement,”  he 
says. 

Subcontracting  is  another  common 
vendor  practice  that  can  throw  clients, 
and  relationships,  for  a  loop.  Few  com¬ 
panies  anticipate  that  their  vendors 
will  subcontract  major  portions  of  the 
work  to  third  parties.  Nevertheless, 
it’s  a  common  practice  that  isn’t  going 
away,  Terdiman  says.  “IBM,  for  exam¬ 
ple,  is  a  great  practitioner  of  subcon¬ 
tracting,  and  some  of  my  clients  think 
they  do  it  too  much.  But  it’s  an  accept¬ 
ed  practice,  particularly  in  the  desktop 
area,”  Terdiman  told  the  audience  at 


Gartner’s  IT  Services  and  Outsourc¬ 
ing  Strategy  conference  in  New  York  a 
few  months  ago. 

Palmisano  concurs.  Subcontract¬ 
ing,  he  says,  is  a  necessary  business 
practice  that  occurs  at  ISSC  as  often 
as  it  does  elsewhere  in  the  industry. 
“Companies  usually  take  exception 
to  subcontracting  only  when  they  ex¬ 
perience  subpar  service  levels,”  he 
says.  They  automatically  assume 
that  the  service  would  have  been 
better  if  it  were  a  bona  fide  vendor 
employee  performing  it  rather  than  a 
subcontractor.  “But  the  root  cause 
[of  outsourcing  difficulties]  is  when 
somebody — an  ISSC  employee  or  a 
third  party — doesn’t  follow  the  pro¬ 
cedures,”  Palmisano  says.  “Our  chal¬ 
lenge  is  to  make  sure  that  they  do.” 

Finally,  many  vendors  point  out 
that  frequent  references  to  the  con¬ 
tract  don’t  lend  themselves  to  suc¬ 
cessful  relationships.  Contracts 
should  be  kept  in  a  drawer  with  the 
understanding  that  they  are  living 
documents  open  to  ongoing  interpre¬ 
tation,  Keane  says.  “If  you  get  to  the 
point  where  you’re  waving  the  con¬ 
tract  around,  outsourcing’s  not  for 
you.” 

-R.  Pastore 


vendor’s  staff  assignments.  Such 
rights  are  not  part  of  all  contracts,  but 
they  are  becoming  increasingly  preva¬ 
lent.  Consultants  encourage  them; 
their  leverage  can  help  not  only  in 
dealing  with  undesirables  but  in  keep¬ 
ing  the  vendor  from  playing  musical 
chairs  with  assigned  staff.  Deloitte’s 
Procknow  says  he’s  seen  situations 
where  vendors  yanked  their  best  peo¬ 
ple  off  customers’  development  proj¬ 
ects  to  deploy  their  hard-to-find  skills 
elsewhere.  “I’ve  also  seen  a  vendor 
pull  major  account  people  two  weeks 
before  a  major  systems  cutover,”  he 
says.  “That  can  cause  a  lot  of  heart¬ 
ache.”  He  advises  using  contract 
clauses  that  keep  people  on  the  ac¬ 
count  for  the  duration  of  a  project  or 
require  advance  notice  of  key  person¬ 
nel  changes. 

Even  in  the  absence  of  contract 


rights  to  approve  and  reject  personnel, 
few  vendors  will  balk  at  satisfying 
a  customer  request.  While  Keane 
doesn’t  grant  accept-and-reject  rights 
for  everyone,  it  will  make  accommoda¬ 
tions.  “If  a  client  and  our  project  man¬ 
ager  don’t  get  along,  we  are  making  it 
difficult  for  ourselves”  by  keeping  that 
person  on,  says  Keane.  He  points 
out,  however,  that  clients  often  get 
needlessly  concerned  when  the 
vendor  starts  offloading  people  from 
the  account,  a  practice  he  says  is  a 
basic  business  strategy  that  allows 
vendors  to  profit  by  providing  ex¬ 
pected  service  levels  with  fewer 
and  fewer  staff. 

Are  these  relationships 

worth  the  pain  of  managing 
them?  Just  ask  those  man¬ 
agers  who’ve  tried  outsourcing  and 


decided  to  go  back — if  you  can  find 
any.  The  truth  is,  despite  the  has¬ 
sles,  the  benefits  make  it  hard  to 
turn  your  back  on  outsourcing.  Al¬ 
lied  Signal’s  relationship  with  ISSC 
is  a  case  in  point.  Despite  Gearhart’s 
contention  that  his  company  mishan¬ 
dled  its  relationship  with  ISSC,  Al¬ 
lied  Signal  recently  decided  to  ex¬ 
pand  its  commitment  to  outsourcing 
with  the  same  vendor.  Allied  Signal 
will  now  look  to  ISSC  to  handle  its 
LAN  support,  centralized  help  desk 
duties  and  some  onsite  support  for 
135  North  American  locations  and 
40,000  devices.  The  couple  may 
have  their  disagreements,  but  in  a 
strong  relationship,  they  ultimately 
work  things  out.  GEl 


Managing  Editor  Rick  Pastore  can  be 
reached  at  rpastore@cio.com. 
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Half  the  world  relies  on  our 
data  warehouses. 
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of  data  into  nuggets  of  vital  customer 
information  to  help  you  make  smarter, 
quicker  decisions.  With  industry-leading 
databases  like  Teradata®  Oracle,®  Informix®  and  Sybase.® 

Know-how  that,  in  the  U.S.,  the  three  biggest  retailers,  three  of 
the  top  five  airlines,  five  of  the  seven  regional  phone  companies, 
and  two  out  of  three  top  banks  are  already  utilizing.  Know-how  that 
has  made  us  the  world  leader  in  data  warehousing  with  a  50%  share, 
and  number  one  worldwide  in  UNIX  medium-scale  systems  for  two 
years  running.2 

It’s  clear:  the  best  system  to  build  your  data  warehouse  on  is  one 
of  our  new,  highly  scalable  WorldMark™  servers.  The  only  platform 
that  scales  from  SMI?  to  clusters,  to  MPP  allowing  businesses  to  start 
their  data  warehouse  small  and  grow  it  to  any  size.  The  world’s  most 
experienced  data  warehouse  professionals  can  help  you  set  up 
and  maintain  the  most  scalable  data  warehouse  on  the  planet. 

To  get  more  information  about 
NCR’s  scalable  data  warehouse, 
call  T  800-CALL-NCR,  ext.  3000.  Or 
experience  our  data  warehousing 
capabilities  firsthand  at: 
http :/  /  www  ncr.  com 


G0NCR 


; International  Data  Corporation  "The  Unix  Systems  Market "  September,  1995. 


©1996  NCR  Corporation.  All  rights  reserved.  Teradata  is  a  registered  trademark  and  WorldMark  is  a  trademark  of  NCR  Corporation. 
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Perot  Systems'  JOHN  KING  (left) 
and  SBC  Warburg’s  CRAIG 
HEIMARK  refined  an  outsourcing 
deal  that  reflects  the  vision  and  val¬ 
ues  of  both  companies. 


An  intriguing  and  innovative 
outsourcing  deal  between 
Swiss  Bank  and  Perot 
Systems  shows  others  how  to 
think  about  the  risks  and 
rewards  of  a  new  kind  of 
relationship 

BY  CAROL  HILDEBRAND 


size  alone  could  guarantee  a 

deal’s  success,  then  the  outsourcing 
arrangement  between  Swiss  Bank  Corp. 
and  Perot  Systems  Corp.  would  appear 
to  be  about  as  solid  as  one  can  get.  The 
agreement,  announced  in  September  1995,  calls  for 
Swiss  Bank  (headquartered  in  Basel,  Switzerland)  to 
pay  the  Dallas-based  outsourcer  $250  million  annually 
for  the  next  25  years  to  assume  the  management  of  IT 
operations  for  SBC  Warburg,  Swiss  Bank’s  investment 
banking  division. 
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Since  January,  about  700  of  SBC’s 
worldwide  employees  have  become 
part  of  the  payroll  of  Perot  Systems’ 
new  Global  Financial  Services  Divi¬ 
sion,  headed  by  the  division’s  chief 
operating  officer,  John  King,  in  Re- 
ston,  Va.  Perot’s  new  entity  will 
manage  the  systems,  hardware  and 
network  administration  for  SBC  War¬ 
burg’s  mainframe  and  client/server 
platforms;  however,  Swiss  Bank  will 
retain  ownership  of  the  equipment, 
according  to  Peter  Wuffli,  chief  finan¬ 
cial  officer  at  Swiss  Bank.  “Perot  will 
do  things  like  network  maintenance 
and  software  installation— things  that 
have  nothing,  really,  to  do  with  bank¬ 
ing,’’  Wuffli  says.  Core  banking  appli¬ 
cations,  such  as  credit,  portfolio  and 
risk  management  systems,  will  re¬ 
main  under  the  aegis  of  SBC  Warburg. 
For  its  part,  Perot  could  see  its  rev¬ 
enues  double,  from  $300  million  in 
1995  to  more  than  $600  million  in 
1996. 


Let’s  Make  a  Deal 


From  Basel  to  Bermuda,  Swiss  Bank  Corp. 
and  Perot  Systems  Corp.  covered  a  lot  of 
ground,  both  geographically  and  strategically 


December  1994 

Chicago:  Craig 
Heimark  and  Mort 
Meyerson  hatch  the 
idea  of  a  possible 
outsourcing  deal. 


February  1995 

Chicago  &  Dallas: 
Meyerson,  John 
King  and  David 
Sewell  meet  with 
Heimark  for  initial 
discussions. 


Dallas 


Bermuda 


I  believe  that  if  we’re 
really  successful,  Swiss 
Bank  will  have  paid  very 
little,  in  effect,  for  its  data 
processing  for  the  next 
decade  or  so.” 


■James  Cannavino 


March  1995 

Zurich  &  London: 
The  discussions 
move  up  to  Swiss 
Bank’s  corporate 
level. 


April  1995 

Dallas:  Peter  Wuffli 
and  Hanspeter 
Bruederli  meet 
with  Meyerson. 


But  while  the  numbers  alone  might 
be  enough  to  capture  the  attention  of 
industry  watchers,  the  deal’s  struc¬ 
ture  is  what  really  has  eyebrows 
shooting  skyward.  Swiss  Bank  has  ac¬ 
quired  an  option  to  purchase  10.5  mil¬ 
lion  shares,  or  24.9  percent,  of  pri¬ 
vately  held  Perot;  Perot,  in  turn,  has 
taken  a  40  percent  stake  in  Swiss 
Bank’s  Switzerland-based  IT  sub¬ 
sidiary,  Systor  AG,  which  handles 
much  of  the  back-office  functions  of 
Swiss  Bank’s  domestic  and  retail  arm. 

The  agreement  will  require  both 
companies  to  confront  challenges  not 
usually  found  in  outsourcing  arrange¬ 
ments:  In  addition  to  addressing  their 
cultural  disparities,  Swiss  Bank  and 


Perot  must  reconcile  how  much  lever¬ 
age  each  company  will  wield  over  the 
other  and  how  much  freedom  Perot 
will  have  to  work  with  SBC  Warburg’s 
competitors. 

When  a  company  decides 
to  outsource  its  IT  func¬ 
tion,  it  can  follow  any 
one  of  several  paths.  It 
could  go  the  traditional, 
fee-for-services  route  or  take  a  more 
innovative  “co-sourcing”  approach, 
says  George  Logemann,  director  of 
management  strategies  consulting 
at  the  Yankee  Group  in  Boston. 


He  points  out  that  companies  are 
forming  strategic  joint  ventures  in 
hopes  of  actually  generating  a  profit 
from  technology  instead  of  treating 
their  IT  departments  simply  as  cost 
centers,  ripe  for  reduction  or  reengi¬ 
neering.  Delta  Air  Lines  Inc.  and 
AT&T  Corp.’s  Global  Information 
Solutions  unit,  for  example,  formed 
TransQuest  Information  Solutions 
in  late  1994  as  an  independent  IT 
services  company  responsible  for 
Delta’s  IT  needs;  but  TransQuest  al¬ 
so  offers  its  services  to  the  outside 
market  (see  “Ready  for  Takeoff,” 
CIO,  Sept.  15, 1995).  Similarly,  Tech- 
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“It  was  clear  that  we  were 
picking  a  less  experienced 
company.  EDS  or  IBM  had 
broader  expertise,  but 
Perot  was  hungrier  and 
had  more  growth 
potential.”  -Peter  Wuffli 


Basel,  Zurich,  Thun 


April  1995 

Basel:  Meyerson 
presents  ideas  to 
Swiss  Bank’s  board 
of  directors. 


May,  June  1995 

The  companies 
continue  defining 
the  deal  via 
videoconferencing. 


June  1995 

Thun,  Switzerland: 
Meyerson,  King  and 
Sewell  meet  with 
Wuffli,  Heimark  and 
James  Bums  at  a 
two-day  off-site 
meeting.  The  team 
refines  the  deal  to 
best  reflect  the 
vision  and  values  of 
both  companies. 
King  says  the  off¬ 
sites  were  critical  to 
establishing  the 
level  of  trust 
necessary  to  move 
forward. 


July  1995 

Bennuda:  James 
Cannavino  is 
brought  in  as  a 
consultant  for  Swiss 
Bank  at  another 
multiday  off-site 
meeting.  The  team 
shakes  hands 
informally  on  the 
rough  outline  of  the 
equity  deal. 
Products  and 
services  are  defined 
by  the  end  of  July. 


nology  Service  Solutions,  a  joint  ven¬ 
ture  between  Eastman  Kodak  Co. 
and  IBM  Corp.,  provides  multiven¬ 
dor  PC  maintenance  and  support  ser¬ 
vices  to  other  companies  as  well. . 

The  co-sourcing  arrangement  re¬ 
moves  one  of  the  key  problems  of  a 
traditional  outsourcing  deal,  says 
Wuffli.  “In  a  typical  outsourcing  con¬ 
tract,  you  have  a  permanent  conflict 
of  interest  because  the  cost  of  one 
partner  is  the  revenue  of  the  oth¬ 
er,”  he  says.  Joint  ventures  such  as 
TransQuest  seek  to  eliminate  that 
conflict  by  creating  an  independent 
company  responsible  for  its  own  prof¬ 


it  and  loss  and  to  provide  the  opportu¬ 
nity  for  IS  to  make  a  profit  by  market¬ 
ing  custom-developed  systems.  Swiss 
Bank  and  Perot  have  taken  the  co¬ 
sourcing  trend  one  step  further  by 
agreeing  to  the  bank’s  equity  position 
in  Perot.  Instead  of  creating  a  sepa¬ 
rate,  independent  company  along  the 
TransQuest  line,  the  Swiss  Bank- 
Perot  deal  offers  Swiss  Bank  the 
chance  to  make  a  profit  from  IT  with¬ 
out  losing  control  of  an  important 
function.  And  Perot,  with  its  infusion 
of  skilled  banking  system  employees 
from  SBC  Warburg,  becomes  a  credi¬ 
ble  presence  in  the  financial  services 


September  1995 

Swiss  Bank  and 
Perot  Systems  sign 
a  letter  of  intent. 

Jan.  4,  1996 

The  agreement  is 
officially  signed. 


The  line-up 


SWISS  BANK  PLAYERS: 

Craig  Heimark,  CIO  (SBC  Warburg) 

Peter  Wuffli,  CFO  (Swiss  Bank) 

Hanspeter  Bruederli,  head  of 
logistics  (Domestic  Division) 

James  Burns,  COO  (North  America) 

PEROT  SYSTEMS  PLAYERS: 

Mort  Meyerson,  chairman,  president 
and  CEO 

John  King,  COO  (Global  Financial 
Services  Division) 

David  Sewell,  head  of  European 
business  development 

James  Cannavino,  (worked  as  an 
independent  consultant  for  Swiss 
Bank  during  the  negotiations  and  has 
since  moved  to  Perot  Systems  as  its 
president  and  COO) 
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Imagine  Your  Company  Working  Like  This. 


Application  Plus®  is  the  integrated  enterprise  software  that  makes  all  your  systems 
work  as  one.  Smoothly  and  toward  a  single  objective. 

Application  Plus  turns  complex  functions  into  a  simple  operation.  So  that  everyone  in 
your  organization  can  get  the  information  they  need,  when  and  how  they  need  it,  and  share 
it  with  those  who  need  to  know. 

Application  Plus  gets  to  work  quickly,  managing  your  enterprise  with  proven, 
trouble-free  reliability,  no  matter  what  your  hardware,  operating  or  database  system. 

Managing  software  has  suddenly  gotten  a  lot  easier.  Now  what  more  could  you  ask? 


Daly&Wolcotl: 


Daly  &  Wolcott,  Inc.,  21st  Floor,  One  Hospital  Trust  Plaza,  Providence,  RI 02903 
Telephone:  (800)  343-2414,  ext.  315,  Fax:  (401)  351-8484 
Or  visit  us  at  http://www.dalywolcott.com 
Atlanta  •  Chicago  •  Dallas  •  Los  Angeles  •  Providence 
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marketplace.  Moreover,  if  Perot 
continues  to  grow,  Swiss  Bank 
could  profit  considerably  through 
its  investment. 

“What  Swiss  Bank  is  doing  is 
taking  its  home-grown  solu¬ 
tions  and  exploiting  them  com¬ 
mercially  through  Perot,”  says 
Vijay  Gurbaxani,  a  professor 
and  associate  dean  at  the 
Graduate  School  of  Manage¬ 
ment  at  the  University  of 
California  at  Irvine.  “But  it’s 
the  equity  portion  of  the  deal 
that  makes  this  outsourcing  ar¬ 
rangement  unusual.” 

However,  analysts  also  point 
out  that  the  two  companies 
must  find  ways  to  mix  their  cul¬ 
tures  and  balance  strategic  and 
competitive  issues.  “The  jury  is 
still  out  on  whether  any  of  these  [co¬ 
sourcing]  arrangements  will  work,” 
says  Erik  Brynjolfsson,  a  professor  of 
management  science  at  the  MIT 
Sloan  School  of  Management  in 
Cambridge,  Mass.  By  examining  the 
Swiss  Bank-Perot  deal  from  a  number 
of  different  angles,  CIOs  can  de¬ 
cide  for  themselves  whether  this  par¬ 
ticular  concept  might  work  for  them. 

It’s  not  difficult  to  imagine 

why  Swiss  Bank  would  consider 
outsourcing  IS  in  the  first  place. 
Technology  investments  typical¬ 
ly  rank  high  on  a  bank’s  list  of 
expenditures,  second  only  to  payroll; 
therefore,  outsourcing  technology  can 
cut  costs  in  a  big  way.  While  Wuffli 
would  not  divulge  specific  numbers, 
he  says  Swiss  Bank  spent  “well  over 
a  billion  Swiss  francs  [approximately 
$840  million  U.S.],  or  about  a  quarter 
of  the  bank’s  total  budget,  for  IT.” 

Swiss  Bank  also  faced  an  industry 
shakeout  characterized  by  decreasing 
margins  and  increasing  globalization, 
and  new  market  entrants  seemed  in¬ 
tent  on  completely  restructuring  the 
delivery  of  financial  services.  As  a  re¬ 
sult,  Swiss  Bank  had  to  make  a 
choice,  says  Craig  Heimark,  CIO  of 
SBC  Warburg.  “We  needed  to  focus 
on  banking,”  he  says,  by  paying  at¬ 
tention  to  activities  such  as  securities 
trading  and  risk  management  sys¬ 
tems  that  lie  at  the  core  of  any  bank’s 


survival.  “We  realized  we  could  put 
our  energies  into  building  an  IT  capa¬ 
bility  ourselves  or  we  could  simply 
acquire  it  externally,”  he  says.  “When 
we  thought  of  it  that  way,  the  decision 
[to  outsource]  was  easy.” 

Heimark  draws  an  analogy  to  car 
manufacturers,  which  increasingly 
subcontract  their  parts  manufacturing. 
“In  the  automotive  industry,  a  starter 
mechanism  in  a  car  is  critical  to  the 
successful  delivery  of  the  auto  to  the 
customer,  but  that  doesn’t  mean  that 
GM  has  to  manufacture  it,”  he  says. 

While  the  bank’s  IT  function  clearly 
needed  a  new  direction,  Swiss  Bank 
executives  were  reluctant  to  hand 
over  control  to  a  traditional  out¬ 
sourcer.  “We  all  agreed  that,  after 
banking,  IT  was  our  most  important 
function,”  says  Wuffli.  “So  we  didn’t 
want  to  give  it  to  a  big  outsourcer 
such  as  IBM  or  Andersen,  because 
we  were  afraid  we’d  become  just  one 
of  their  many  accounts,”  he  says. 

But  if  Swiss  Bank  wanted  a  compa¬ 
ny  with  deep  banking  systems  exper¬ 
tise,  Perot  was  hardly  at  the  top  of  the 
list,  says  M.  Arthur  Gillis,  president  of 
Computer-based  Solutions  Inc.,  a  con¬ 
sultancy  in  New  Orleans.  “There  are 
10  companies  stronger  in  that  area 
than  Perot,”  he  says. 

What  Perot  did  offer  was  a  willing¬ 
ness  to  give  Swiss  Bank  equity.  “If 
you  went  to  [EDS  Corp.  chairman, 
president  and  CEO]  Les  Alberthal 


and  tried  to  buy  25  percent  of 
his  company,  you  wouldn’t  get 
further  than  the  lobby,”  says 
Gillis.  On  the  other  hand,  be¬ 
cause  Perot  was  an  eager  young 
company,  it  was  willing  to  ex¬ 
plore  the  more  strategic  options 
with  the  likes  of  Swiss  Bank. 
That  attitude  interested  Swiss 
Bank  executives,  says  Wuffli. 
“It  was  clear  that  we  were  pick¬ 
ing  a  less  experienced  compa¬ 
ny,”  he  says.  “EDS  or  IBM  had 
broader  expertise,  but  Perot 
was  hungrier  and  had  more 
growth  potential.” 

Tapping  into  that  hunger  was 
worth  some  trade-offs  to  Swiss 
Bank,  says  Wuffli.  In  lieu  of  ex¬ 
perience  and  a  strong  track 
record  in  the  financial  services 
industry,  Swiss  Bank  negotiated  a 
deal  with  Perot  that  allowed  the  bank 
to  retain  more  control  of  its  IS  func¬ 
tion  as  well  as  enjoy  being  the  biggest 
fish  in  Perot’s  puddle.  Now,  as  part 
owner  of  Perot,  Swiss  Bank  is  guar¬ 
anteed  a  most-preferred-customer 
status  there.  The  bank  can  save  mon¬ 
ey  by  outsourcing  IS  without  losing 
control  over  its  important  functions. 
Moreover,  Swiss  Bank’s  equity  posi¬ 
tion  in  Perot  could  eventually  net  it  a 
tidy  windfall  if  Perot  decides  to  go 
public;  Perot  Chairman,  President 
and  CEO  Mort  Meyerson  says  a  pub¬ 
lic  offering  could  come  in  1997. 

Like  Swiss  Bank,  Perot 

Systems  was  facing  tough  in¬ 
dustry  pressures  that  made 
the  co-sourcing  agreement 
with  Swiss  Bank  look  com¬ 
pelling. 

Increasingly,  competition  to  devel¬ 
op  next-generation  systems  has  kept 
outsourcers  with  one  foot  in  the  busi¬ 
ness  world  and  the  other  in  technolo¬ 
gy,  according  to  Gurbaxani.  To  remain 
vital,  Perot  had  to  move  its  business 
from  basic  data  center  manage¬ 
ment — helping  companies  cut  IT 
costs  through  economies  of  scale — to 
become  an  expert  in  one  industry 
segment  and  develop  and  market 
new  niche  services.  In  particular, 
Perot  wanted  to  acquire  deep  vertical 
expertise  in  financial  services — one  of 
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Thoroughness  and  attention  to 
detail  are  obsessions  at  BMW.  So 
it's  no  surprise  that  they  evaluated 
over  1 30  applications  and  all  the 
major  hardware  providers  when 
choosing  information  technology  for 
their  new  manufacturing  facility  in 
South  Carolina.  The  winners? 
Hewlett-Packard  and  SAP.  Our 
team  not  only  delivered  a  total, 
integrated  client/server  solution 
based  on  open  systems  —  we  got 
the  system  up  and  running  in 
just  four  months,  which  is  fully 
consistent  with  another  BMW 
obsession:  high  performance. 

For  more  information  on  how 
we  can  help  put  your  company  on 
the  open  road  to  success,  call  1-800- 
275-7057  or  cruise  our  homepages 
at  http://www.hp .com/go/hp&sap 
and  http://www.sap.com. 


SAP  Award  of  Excellence 
1995 

Thp%  HEWLETT® 
mLTM  PACKARD 
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the  largest  growth  segments  in  busi¬ 
ness  today,  says  Perot’s  King.  But  the 
financial  services  market  is  already 
crowded  with  heavyweights  such  as 
Fiserv  Inc.  and  Alltel  Financial  Ser¬ 
vices  Inc.,  and  although  Perot  had 
demonstrated  an  ability  to  manage 
and  integrate  systems,  its  employees 
lacked  the  commensurate  banking 
experience  necessary  to  develop  ap¬ 
plications  for  the  financial  market. 


* 

L 


“We  realized  we  could  put  our 
energies  into  building  an  IT 
capability  ourselves  or  we 
could  simply  acquire  it 
externally."  —Craig  Heimark 


As  part  of  the  deal,  Perot  got  the 
jolt  of  skilled  banking  system  exper¬ 
tise  it  needed  from  the  addition  of 
hundreds  of  Swiss  Bank  employees 
(not  to  mention  a  healthy  infusion  of 
cash  from  the  equity  agreement)  and 
thus  moved  into  a  position  to  become 
a  credible  presence  in  the  financial 
services  marketplace. 

Analysts  will  use  this  bell¬ 
wether  deal  to  predict  the 
success  of  others  involved 
in  co-sourcing  agreements. 
For  now,  however,  industry 
observers  remain  somewhat  guard¬ 
ed  about  how  well  the  companies 
will  mesh. 


Perot  has  previously  managed  ma¬ 
jor  deals  with  only  two  U.S.  banks. 
Gillis  says  that  company  founder  H. 
Ross  Perot’s  friendship  with  Nations¬ 
Bank  Corp.  Chairman  and  CEO  Hugh 
L.  McColl  Jr.  was  a  major  factor  be¬ 
hind  one  of  those  agreements  and  that 
even  that  deal  was  later  scaled  back  in 
scope.  King  agrees  that  the  Nations¬ 
Bank  contract  had  its  start  in  McColl 
and  Perot’s  friendship  but  says  Perot 
Systems  won  a  long-term  relationship 
with  NationsBank  on  its  own  merits. 

In  addition,  one  of  Perot’s  premier 
European  accounts,  a  large  car-rental 
agency,  “had  been  bleeding  money  for 
the  past  couple  of  years,”  says  Loge- 
mann.  Although  Perot  spokesman 
Jake  Dye  says  that  the  cost  issues  at 
Europcar  International  were  develop¬ 
ment  costs  related  to  a  client/server 
migration  and  that  the  project  is  now 
on  track  financially,  the  situation  hard¬ 
ly  fills  a  conservative  banking  compa¬ 
ny  such  as  Swiss  Bank  with  confi¬ 
dence. 

The  deal  also  raises  issues  about 
autonomy.  Perot  must  find  a  way  to 
profitably  market  the  financial  ser¬ 
vices  information  gleaned  from  SBC 
Warburg  without  stepping  on  Swiss 
Bank’s  toes,  competitively  speaking. 
To  do  so,  according  to  Gurbaxani, 
the  companies  must  strike  a  balance 
between  independence  and  owner¬ 
ship. 

For  example,  as  a  shareholder,  SBC 
Warburg  would  naturally  encourage 
Perot  to  aggressively  market  its  ex¬ 
pertise,  even  to  competitors.  But 
Swiss  Bank  might  have  second 
thoughts  if  its  IT  partner  starts  selling 
its  proprietary  skills  to  those  competi¬ 
tors.  In  response,  Perot  President  and 
COO  James  Cannavino  says  that  the 
companies  spent  a  great  deal  of  time 
analyzing  SBC  Warburg’s  systems 
and  decided,  for  the  most  part,  that 
the  truly  strategic  applications  will  re¬ 
main  under  the  Swiss  Bank  umbrella. 

The  two  companies  also  built  some 
other  precautions  into  the  contract. 
For  example,  Swiss  Bank  purposely 
did  not  take  a  seat  on  Perot  Systems’ 
board  of  directors.  “It  was  never  our 
intention  to  control  Perot  in  that 
sense,”  Wuffli  insists.  “If  we  did,  it 
would  reduce  their  ability  [to  do  busi¬ 


ness]  with  other  banks,”  he  adds. 

The  companies  have,  in  fact,  ad¬ 
dressed  how  they  will  do  business 
with  the  competition:  If  Perot  wants 
to  enter  into  a  large-scale  agreement 
with  a  competitor,  it  must  first  discuss 
it  with  Wuffli,  Heimark  and  other  se¬ 
nior  executives  at  Swiss  Bank.  In  re¬ 
turn,  Perot  has  an  exclusive  contract 
with  Swiss  Bank  in  operations  man¬ 
agement  but  not  in  financial  systems 
application  development,  where  the 
bank  is  free  to  take  competing  bids. 
Perot  can,  however,  exercise  a  most- 
favored-outsourcer  clause  for  the 
chance  to  counterbid. 

Beyond  that,  Brynjolfsson  warns, 
the  two  partners  could  face  other  un¬ 
expected  challenges.  Perot,  like  any 
other  company,  must  sustain  growth 
to  ensure  profitability,  but  its  biggest 
customer’s  equity  stake  in  the  out¬ 
sourcer  makes  that  proposition  all  the 
more  imperative.  The  deal  may  well 
be  profitable  for  Swiss  Bank,  but  only 
if  Perot  continues  to  grow.  While  the 
market  for  IT  financial  services  is 
currently  a  big  one,  there  are  plenty 
of  formidable  competitors  out  there, 
and  Brynjolfsson  predicts  a  shakeout 
when  the  market  matures.  “Once  the 
market  levels  off,  lots  of  outsourcers 
[in  that  industry]  could  start  running 
into  trouble,”  he  says. 

Moreover,  Brynjolfsson  says  his  re¬ 
search  shows  no  correlation  between 
outsourcing  and  increased  effective¬ 
ness  in  IS,  so  there  is  no  guarantee 
that  Swiss  Bank  will  get  a  better  IS 
mousetrap  from  Perot’s  management. 

Logemann  points  out  that  there  are 
further  opportunities  for  the  compa¬ 
nies  to  broaden  their  relationship, 
such  as  in  application  development. 
But  to  do  that,  Perot  must  deliver  sat¬ 
isfactorily  on  the  present  deal. 

Cannavino  says  he  is  confident  that 
his  company  is  up  to  the  task  and  that 
both  companies  will  profit.  “I  believe 
that  if  we’re  really  successful,  Swiss 
Bank  will  have  paid  very  little,  in  ef¬ 
fect,  for  its  data  processing  for  the 
next  decade  or  so,”  he  says.  “And 
they  will  have  had  an  opportunity  to 
make  a  lot  of  money.”  BBl 


Senior  Writer  Carol  Hildebrand  can  be 
reached  at  cjh@cio.com. 
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Ernst  &  Young  and 
Tata  Consultancy  Services 


Have  Joined  Forces  To 


Ernst  Young  and  Tata  Consultancy  Services 


(TCS)  have  formed  an  alliance  to  serve  global 
customers,  creating  a  unique  worldwide 
capability,  1 5,000  consultants  strong. 

Beyond  size  is  scope  —  this  alliance 
combines  the  technical  expertise  and  com¬ 
plementary  strengths  of  two  recognized 
leaders  at  the  forefront  of  Global  Business 
Transformation,  Information  Technology, 
Knowledge  Management,  and  large-scale 
Reengineering. 

Together,  Ernst  &.  Young  and  TCS  will 
deliver  seamless,  total  solutions  —  with 
unrivaled  integration  of  people,  processes, 
and  technology  —  on  a  global  scale. 

For  more  information  call  Dave  Bonner  at 
214-665-5052. 


spills 


Take  Global  Consulting^ 
To  The  Next  Level. 


=!l  Ernst  &  Young 


Tata  Consultancy  Services 


DIGITAL  IS  PROUD  TO  ANNOUNCE  THAT  ORACLE  IS  RUNNING  ITS! 
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WE  WERE 
FLATTERED. 


| 

“ Oracle  is  our  favorite  kind  of 
customer.  Extremely  demanding. 

To  see  our  AlphaServer  systems 

exceed  their  expectations  is  very  t  ,  ,  n  .  .  .  „ 

.  r  •  »  Oracle  was  the  first  database  vendor  to  fully 

satisfying.  ^  j  j 

T  *  exploit  our  VLM64  (very  large  memory) 

Digital  VP  &  General  Manager  j  technology.  Its  really  gratifying  to  see  them 

Systems  Business  Unit  )  now  reaping  the  benefits.” 


GUI  HINT  1  jCUENT \ 


Pauline  Nist 
Digital  VP,  AlphaServer  Busines: 


Aoo  Me,/ 


1 Oracle  has  an  excellent  record 
for  seeing  the  future  clearly,  so 
to  have  them  running  their;  ff  ' 
most  critical  applications  oh 
the  AlphaServer  platform  is  a. 
t>~emendous  endorsement.  We're 
truly  flattered.” 

Robert  B.  Palmer 

Digital  Chairman,  President  &  CEO  •' 


“ Oracle  is  growing  at  a  phenomenal 
rate.  We  need  systems  that  can  stay 
ahead  of  us,  and  our first  AlphaServer- 
tests  were  incredible.  We  were  floored. 
It  was  a  purchase  decision  that  made 
itself.” 

Lawrence  J.  Ellison 
Oracle  Chairman  &  CEO 


WE  WERE 
FLOORED. 


“ Better,  faster,  cheaper.  Those  are  my 
favorite  words,  and  the  AlphaServer 
systems  are  delivering  on  all  counts. 
They’ve  given  our  financial  systems 
the  added  capacity  and performance 
we  needed.  Were  extremely  pleased.” 

Jeffrey  Henley 


“ To  install  a  totally  new  e-mail 
system  for  hundreds  of  users 
over  a  weekend  and  have  it 
just  run,  our  AlphaServer  con¬ 
version  was  the  smoothest  we 
ever  saw.  It’s  now  supporting 
thousands  of  users” 

Gerald  J.  Corvino 

CIO  &  Sr.  VP 


INTERVIEW:  ROBERT  G.  CROSS 


An  advocate  for  revenue 
management  explains  how 
businesses  can  squeeze 
more  returns  from  existing 
products  without 
downsizing 

BY  MEGAN  SANTOSUS 


AT  THE  VERY  MENTION  OF  HEAVY  COMPETITION 

or  higher  costs,  many  organizations  respond  with 
the  predictability  of  Pavlov’s  dog.  Once  they  hear 
the  first  toll  from  the  bell  of  market  pressure,  their 
mouths  start  watering  at  the  thought  of  downsiz¬ 
ing  and  reengineering.  After  all,  the  ingrained 
business  experiment  teaches  that  the  best  way  to  reduce  costs 
and  improve  profits  is  to  trim  excess  employees  or  streamline 
processes.  Right? 

Robert  G.  Cross  will  tell  you  that  a  better  way  exists.  As 
chairman  and  CEO  of  consultancy  Aeronomics  Inc.,  Cross  is 
one  of  the  foremost  proponents  of  using  revenue  management 
(RM)  principles  to  boost  corporate  profits  and  performance. 
In  basic  terms,  an  RM  program  prices  goods  and  services  in  a 
way  that  accurately  reflects  what  consumers  are  willing  to  pay. 
Cross’s  favorite  simplistic  example  of  RM  in  action  is  his  own 
barbershop:  Customers  who  went  to  the  shop  on  Saturdays 
usually  had  to  wait  a  couple  of  hours,  whereas  barber  chairs 
grew  cold  on  Tuesdays.  By  raising  prices  on  Saturdays  and 
dropping  them  on  Tuesdays,  overall  revenues  increased  even 
though  the  number  of  customers  remained  the  same.  RM  for 
corporations  is  obviously  a  much  more  complex  process  that  in¬ 
volves  gathering  and  analyzing  gigabytes  of  product  data  minu¬ 
tiae — a  task  that,  in  many  cases,  falls  to  the  CIO. 

While  the  investment  in  RM  applications  can  be  significant 
(as  it  has  been  for  the  airline  industry),  the  payoffs  are  signif¬ 
icant  as  well  (see  related  story,  Page  66).  RM  is  not  just  a 
newfangled  management  fad;  Cross  predicts  that  RM  princi¬ 
ples  will  spread  beyond  airlines  in  the  1990s  to  all  sorts  of 
companies  as  gains  from  downsizing  and  reengineering  even¬ 
tually  peter  out.  This  fall,  Broadway  Books,  a  division  of  Ban¬ 
tam  Doubleday  Dell  Publishing  Group  Inc.,  will  publish 
Cross’s  book,  Revenue  Management!  Hard  Core  Tactics  for 
Market  Domination.  Recently,  Senior  Writer  Megan  Santosus 
spoke  with  Cross  from  his  Atlanta  office  about  what  RM 
means  for  companies  and  IS  departments. 
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CIO:  To  the  uninitiated,  RM  may  seem  like  an  extremely  eso¬ 
teric  science  because  of  its  crystal-ball-like  approach  of  an¬ 
alyzing  gigabytes  of  data  to  predict  the  future.  How  do  you 
describe  RM  to  those  unfamiliar  with  the  concept? 

CROSS:  Revenue  management  means  maxi¬ 
mizing  revenues  dynamically  by  predicting 
and  satisfying  customer  demands  at  the  mi¬ 
cromarket  level.  To  put  it  another  way, 
through  the  analysis  of  historical  data  and 
consumer  patterns,  RM  allows  companies  to 
sell  the  right  product  to  the  right  customer  at 
the  right  time  for  the  right  price.  Take  the 
airline  industry,  for  example.  By  looking  at 
historical  travel  patterns,  airlines  can,  to  a 
very  large  extent,  predict  future  consumer 
behavior.  They  know  that  Thanksgiving  is  a 
busy  travel  period  and  that  people  like  to  fly 
someplace  warm  in  the  winter.  They  also 
know  that  people  are  willing  to  pay  different  prices,  de¬ 
pending  on  where  and  when  they  want  to  travel.  As  a  re¬ 
sult,  companies  develop  pricing  structures,  schedules 
and  marketing  programs  that  maximize  the  revenues  de¬ 
rived  from  that  future  behavior.  With  RM,  airlines  know 
how  to  allocate  resources  much  more  effectively.  And 
profits  go  up  when  revenues  from  existing  customers 
are  maximized  and  operations  are  improved. 


marketplace. 

Another  aspect  of  RM  that’s  so  different  from  other 
management  concepts  is  that  its  impact  is  generally  pos¬ 
itive.  Reengineering  and  particularly  downsizing  are  of¬ 
ten  perceived  by  both  insiders  and  out¬ 
siders  as  very  negative  things.  It’s  as  if  an 
organization  is  sending  a  message  stating 
that  it  doesn’t  believe  in  what  it’s  doing, 
that  the  only  way  to  survive  is  to  squeeze 
more  out  of  people  and  processes.  And 
there’s  a  definite  limit  to  how  much  orga¬ 
nizations  can  gain  from  downsizing  and 
reengineering. 

CIO:  Doesn’t  RM  have  limits  as  well? 

CROSS:  No.  There’s  really  no  limit  to  the 
upside.  The  message  received  both  inter¬ 
nally  and  externally  is  one  of  affirmation. 
It’s  as  if  an  organization  says,  “We  believe  in  what  we’re 
doing.  We  have  good  products,  and  we  can  capitalize  on 
them  by  being  a  little  bit  more  intelligent  about  the  prod¬ 
ucts  we  develop,  how  we  price  them  and  how  we  dis¬ 
tribute  them.”  The  idea  with  RM  is  to  get  more  revenue 
productivity  from  the  products  and  services  that  are  al¬ 
ready  in  the  marketplace.  That  is  what  makes  RM  so  dif¬ 
ferent  from  other  management  concepts  out  there. 


A  major  revenue 
management 
application  today 
contains  500,000 
lines  of  code.  By 
2011,  revenue  man¬ 
agement  systems 
will  have  128  million 
lines  of  code. 


CIO:  Speaking  of  profits,  many  organizations  seek  to  in¬ 
crease  them  through  reengineering,  downsizing  or  other 
initiatives  designed  to  cut  costs.  If  the  same  profits  are  real¬ 
ized  by  cutting  costs  rather  than  maximizing  revenues,  why 
should  organizations  adopt  RM? 


CROSS:  Profit  is  a  function  of  rev-  £> 

enues  minus  cost.  Everyone 
is  trying  to  minimize  cost 
and  thereby  maximize 
profits.  But  if  organi¬ 
zations  focus  only 
on  cost,  they  miss  : 
half  of  the  equation. 

Reengineering,  down¬ 
sizing,  rightsizing,  llH  ** 
etc.,  address  only  one  * 

component  of  the  prof-  , 

it  picture.  The  truth  is, 
investors  are  looking  ' 
for  growth.  In  fact,  in-  v 
vestors  place  more  val¬ 
ue  on  growing  companies 
with  lower  profits  than 
they  do  on  shrinking  compan¬ 
ies  with  higher  profits.  If  you’re 
investing  in  a  company,  you  don’t 
want  an  organization  that’s  eking  out 
profits  because  it  has  cut  a  lot  of  heads.  You 
want  a  company  that’s  growing  and  dominating  its 


CIO:  Can  you  describe  a  success  story  that  particularly 
demonstrates  the  positive  impact  ofRM? 


CROSS:  A  good  example  is  National  Car  Rental  System 
Inc.,  which  won  our  Revenue  Management  Achievement 
Award  in  1994.  Back  in  1992,  parent  company  Gener¬ 
al  Motors  Corp.  was  going  to  liquidate  National 
unless  business  improved.  National  tried  ev¬ 
erything — cost  cutting,  reengineering, 
downsizing — but  nothing  turned 
the  company  around.  The  on¬ 
ly  choice  left  was  RM, 
and  for  National  it  truly 
was  an  act  of  desperation. 
General  Motors  had  to  in¬ 
vest  millions  of  dollars  in 
an  RM  system  at  a  time 
when  it  seemed  likely  that 
the  plug  might  have  to  be 
pulled  on  National.  The 
company  centralized  in¬ 
ventory  management 
and  pricing  with  the 
help  of  a  client/ 
server-based  RM 
system  that 
managed  de¬ 
mand  forecast¬ 
ing  and  inven¬ 
tory  planning. 
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As  a  result,  National  improved  its  fleet  use 
rates  and  turned  away  far  fewer  cus¬ 
tomers  who  showed  up  without 
reservations.  By  1994,  Na¬ 
tional  had  turned  itself  around 
and  is  now  one  of  the  fastest- 
growing  car  rental  companies 
in  the  United  States,  with  busi¬ 
ness  up  19  percent  annually.  If 
General  Motors  had  liquidated  Na¬ 
tional,  it  would  have  taken  a  $2  bil¬ 
lion  hit  to  the  bottom  line.  Instead, 

General  Motors  sold  National  for  more 
than  $1  billion — a  $3  billion  market  value 
turnaround  just  one  year  after  adopting  RM. 

In  National’s  case,  RM  not  only  reaped  profits 
but  saved  the  company — and  12,000  jobs  along 
with  it. 

CIO:  RM  has  been  firmly  entrenched  in  the  airline  and  travel 
industries  since  the  1980s.  Can  other  industries  benefit 
from  RM  concepts? 

CROSS:  It  varies.  We’ve  found  that  RM  is  most  successful 
when  companies  are  faced  with  radical  change  in  their 
marketplaces,  whether  it’s  competition,  deregulation  or 
new  customer  demands.  For  those  organizations  that  want 
new  approaches  toward  serving  customers  or  providing 
services  and  want  to  apply  technology  to  solve  their  ev¬ 
eryday  business  problems,  RM  can  be  very  effective. 

Deregulation  happened  in  the  airlines,  and  now  it’s  hap¬ 
pening  in  the  broadcasting,  telecommunications  and 
utilities  industries.  Certainly,  companies  in  these  industries 


are  well-suited  to  adopt  RM 
programs.  Consumer  frag¬ 
mentation  is  another  force 
of  change  that  is  affect¬ 
ing  many  companies.  The 
broadcasting  industry,  for 
example,  is  experiencing  a 
proliferation  of  networks 
and  channels.  Ten  or  so  years 
ago,  only  three  networks 
dominated  the  airwaves. 
Suddenly  broadcast  compa¬ 
nies  have  to  deal  with  a 
completely  new  environ¬ 
ment  driven  by  consumers 
wanting  different  things. 

Most  of  the  companies  we  work  with  say  that 
they  initiate  RM  programs  either  in  anticipation  of 
change  or  out  of  a  sense  of  desperation.  Many  see  change 
coming;  others  don’t.  They  tell  us  that  they’ve  tried  ev¬ 
erything  else  and  nothing  worked.  Principles  of  RM  can 
and  should  be  applied  at  any  company  that  finds  itself  in 
unfamiliar  territory  and  is  looking  for  a  better  way  to 
manage  its  new  environment. 

CIO:  You  contend  that  RM  must  be  driven  by  the  CEO. 
What  is  the  role  of  the  CIO? 

CROSS:  The  CEO  has  the  vision  and  the  drive.  He  or  she 
must  also  provide  the  organization  with  a  clearly  defined 
set  of  objectives.  That’s  where  the  leadership  role  is. 
But  someone  has  to  see  to  the  nontrivial  task  of  imple¬ 
menting  RM.  How  do  organizations  collect  all  the  data? 


Reacting 
on  the  Fly 

Revenue  management 
lands  savings  for  airlines 

Once  companies  have  a  revenue 
management  system  in  place, 
they  can  predict  fluctuations  in 
demand  and  respond  to  them  fluidly. 
The  airline  industry  is  best  known 
for  these  types  of  successes. 

Both  American  Airlines  Inc.  and 
United  Airlines  Inc.  used  RM  pro¬ 
grams  to  help  forecast  and  manage 
demand  during  the  1994  World  Cup 
soccer  championships  held  in  the 


United  States.  Consumer  demand  to 
and  from  certain  domestic  and  over¬ 
seas  destinations  hinged  on  the 
outcome  of  games.  Using  forecast, 
demand  and  yield  management  in¬ 
formation  gleaned  from  RM  sys¬ 
tems,  both  airlines  were  able  to  dy¬ 
namically  react  to  changes  in  the 
marketplace  as  they  occurred.  Planes 
and  crew  were  shifted  on  short  no¬ 
tice  to  accommodate  increased  de¬ 
mand  for  certain  routes.  For  several 
World  Cup  routes,  American  real¬ 
ized  more  revenues  per  seat-mile 
than  on  routes  unaffected  by  the 
event.  By  shifting  capacity  where 
demand  was  highest,  American  col¬ 
lected  more  than  $2.7  million  in  ad¬ 
ditional  revenues. 

Another  case  in  which  revenue 
management  was  deployed  was  dur¬ 


ing  the  wake  of  the  Chernobyl  nu¬ 
clear  accident  in  1986.  The  RM  de¬ 
partment  at  Scandinavian  Airlines 
System  (SAS)  sprang  into  action. 
The  airline  expected  European- 
bound  travelers  from  the  United 
States  to  cancel  flights  during  the 
peak  summer  months.  To  compen¬ 
sate,  SAS  increased  overbooking  on 
flights  by  20  percent  while  adjusting 
demand  forecasts  downward.  As  a 
result,  SAS  could  sell  seats  on 
flights  that  were  already  booked.  By 
summer’s  end,  the  number  of  over¬ 
booked  passengers  who  were  de¬ 
nied  seats  had  not  increased  over 
previous  years.  Consequently,  SAS 
concluded  that  lost  revenues  from 
cancellations  were  minimized  as  a 
result  of  the  RM  strategy. 

-M.  Santosus 
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My  Systems  Need  lb  Talk,  Send  Me  The  Video. 


Please  send  me  full  information  on  the  revolutionary  new  Encore  Infinity  SP30  — 
the  first  intelligent  cross-platform  mainframe  storage  system.  I’d  like  the  free  video 
which  explains  the  unique  architecture  that  makes  the  SP30  so  powerful. 

Name _ 

Title _ 

Company _ 


Address 


City, 


State 


Zip 


Telephone, 


E-Mail 


T h e  Future  belongs  to  a  higher  intelligence. 
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ENCORE  COMPUTER  CORPORATION 
ATTN:  MARKETING  COMMUNICATIONS,  MS  704 
6901  W  SUNRISE  BLVD 
FORT  LAUDERDALE  FL  33313-9950 


Your  Terrific 


Nhv  Bother? 


Only  the  revolutionary  new  Encore  Infinity  SP  Family 
lets  you  configure  mainframe  class  storage  for 
simultaneous  data  sharing  between  mainframe, 
open  systems,  and  PCs.  Even  better,  while  your 
different  platforms  can  communicate  at  last,  you 
control  the  conversation.  You  choose  how  much 
information  is  shared,  how  much  is  partitioned, 
who  can  access  it,  and  how  it's  optimized  for  high 
performance,  efficiency,  and  data  protection. 
And  if  that's  not  enough,  by  using  an  Infinity  SP 
storage  solution  you  can  do  all  of  your  system 
backups  using  the  same  centralized  mainframe 
facilities  you  are  already  using.  No  other  storage 
system  offers  you  so  much  flexibility,  with  so  much 
control  of  your  company’s  information  resources. 
Call  1  -800-933-6267  to  learn  more  about  storage 
intelligent  enough  to  enable  all  your  systems 
to  speak  the  same  language.  The  first  universal 
storage  —  now  shipping  and  ready  to  install. 


ENCORE 


THE  FUTURE  BELONGS  10  A  HIGHER  INTELLIGENCE. 


How  do  they  protect  and  pro 
cess  all  the  data?  These  are 
issues  that  the  CIO  has  to 
deal  with.  People  say  that 
information  is  power,  but 
overwhelming  decision 
makers  with  a  lot  of  data 
doesn’t  make  them  power¬ 
ful.  The  data  has  to  be  fil¬ 
tered  down.  Then  all  the 
right  information  has  to 
be  disseminated  to  the 
people  who  need  it.  RM 
systems  are  invariably 
mission  critical.  They 
typically  generate  3  percent 

to  7  percent  increases  in  revenues,  and  they  often  have  a 
very  high  return  on  investment.  For  many  of  the  compa¬ 
nies  that  we  deal  with,  RM  applications  are  the  largest  IT 
development  effort.  A  recent  study  by  KPMG  Peat  Mar¬ 
wick  found  that  airline  IT  departments  will  spend  more 
of  their  money  on  RM  development  than  on  any  other 
development  efforts  over  the  next  five  years.  So  the  role 
for  the  CIO  is  tremendous. 


CIO:  Besides  heavy  involvement  from  the  CEO 
and  CIO,  what  are  the  key  requirements  to  im¬ 
plementing  a  successful  RM  program? 


revenues. 


CROSS:  The  first  is  to  have  clearly  defined  ob¬ 
jectives.  You  need  to  know  exactly  what  you 
have  to  do  and  how  to  do  it.  One  of  the  things 
we’ve  seen  that’s  critical  is  quantifying  the 
benefits  of  RM.  Organizations  shouldn’t  go 
into  a  program  because  it’s  bound  to  be  worth  a  lot  of 
money;  instead  they  need  to  know  precisely  how  much 
money  is  going  to  be  generated  and  where  it  will  come 
from.  And  I  wouldn’t  recommend  starting  an  RM  pro¬ 
gram  with  the  goal  of  getting  a  3  percent  to  7  percent  in¬ 
crease  in  revenues.  All  financial  objectives  should  be  ex¬ 
pressed  in  specific  dollar  amounts.  The  goal  of  an  airline 
might  be  to  increase  revenues  $52  million  by  filling  25 
percent  more  business-class  seats,  for  example.  People 
really  have  to  put  their  necks  on  the  line  and  be  account¬ 
able  for  that  $52  million. 

CIO:  How  do  you  come  up  with  those  hard  numbers? 

CROSS:  Typically,  quantifying  benefits  can  be  done  through 
simulation  and  modeling  tools.  Companies  also  need  to 
establish  a  realistic  implementation  plan  for  an  RM  pro¬ 
gram  that  addresses  the  organizational  changes  in  terms 
of  people,  processes  and  systems  development.  The  oth¬ 
er  key  requirement  is  for  senior  management  involve¬ 
ment  throughout  the  whole  process,  not  simply  at  the 
start  when  setting  objectives.  Obstacles  always  come  up, 
and  it’s  the  job  of  senior  managers  to  clear  them.  And  it’s 
also  their  job  to  make  sure  that  all  the  objectives  are  met. 


The  one  sure-fire  way 
not  to  approach  RM  is  to 
do  it  because  other  com¬ 
panies  have  made  a  lot  of 
money.  That  makes  the 
whole  thing  fuzzy  and  prone 
to  failure. 

CIO:  What  impact  does  rapidly 
advancing  technology  have  on 
RM  practices? 

CROSS:  In  the  12 

years  since  I’ve 
been  involved  in 
RM,  technology  has 
enabled  us  to  do 
things  we  never  could 
have  dreamed  of  be¬ 
fore.  For  example,  we  can  now  look  at  every  single  cus¬ 
tomer  transaction.  Back  when  I  was  with  Delta  Air 
Lines,  we  never  imagined  we  could  look  at  individual 
passenger  transactions.  We  had  to  do  things  like  ag¬ 
gregate  data  and  then  sample  the  aggre¬ 
gates.  With  improvements  in  technology, 
it’s  feasible  to  look  at  every  transaction, 
analyze  every  transaction  and  understand 
what  is  happening  at  the  individual,  micro¬ 
market  level.  Advanced  technology  also  al¬ 
lows  us  to  be  much  more  precise  in  pre¬ 
dicting  customer  behavior.  We’re  able  to 
look  at  the  various  customer  segments  and 
understand  that  they  all  behave  a  little  bit 
differently.  We  can  apply  mathematical  al¬ 
gorithms  to  predict  what  each  of  those  segments  is  go¬ 
ing  to  do.  The  final  improvement  is  the  ability  to  dis¬ 
tribute  all  the  products  and  information  to  the 
marketplace,  often  on  a  real-time  basis.  That  allows 
companies  to  change  their  strategies  and  tactics  on  the 
fly;  they  don’t  have  to  live  with  an  erroneous  pricing 
strategy  for  weeks,  days  or  even  hours  anymore. 

CIO:  How  will  the  Internet  facilitate  this  process? 

CROSS:  With  the  Internet,  I  see  the  return  of  the  one-on- 
one  transaction  between  a  company  and  a  customer. 
Down  the  road,  I  envision  an  electronic  marketplace 
where  individuals  will  be  able  to  interact  with  large  com¬ 
panies  that  offer  thousands  of  consumer  options.  Cus¬ 
tomers  will  be  able  to  get  exactly  what  they  want  at  the 
price  they  are  willing  to  pay.  That  will  be  facilitated 
through  the  Internet,  and  it  gets  right  back  to  the  essence 
of  maximizing  your  revenues  in  this  dynamic  micromar¬ 
ketplace  by  predicting  what  customers  will  want  and  how 
to  deliver  it  at  the  right  time  at  the  right  price.  GE1 

Senior  Writer  Megan  Santosus  can  be  reached  at  santosus@ 
cio.com. 


For  every  dollar 
invested,  rev¬ 
enue  management 
systems  can  gen¬ 
erate  up  to  $10  in 
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During  the  1996  Olympic  Summer  Games,  We’ll  be 
SUPPLYING  POWER  PROTECTION  TO  PREVENT  ANY  LOSS 


OF  Critical  Data.  Lane  assignments,  for  example 


11  ■  : 

•  •  •  f| . 
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Ohis  summer,  Exide  Electronics 

Official  Licensed  Product  of  the  1996  U.S,  Olympic  Team. 

We  are  proud  to  support  the  1996  U.S. 

Olympic  Team  with  our  Powerware *  Prestige  1500 
U.S.  Olympic  Edition.  Your  purchase  helps  support 

America's  Olympic  athletes.  for  the  complex  systems  needed 


network  of  equipment,  along  with  a  support 
team  of  experts.  Because,  with  10,700  athletes 


Official  Supplier  of 
Power  Protection  Solutions  to  the 


will  provide  power  protection 

competing  in  30  venues,  a  loss  of  power  1396Atlanta0lympicGame, 
to  manage  the  1996  Olympic  Summer  Games.  Protecting  servers,  to  any  system  during  competition  could  be  critical.  Well  be 
workstations,  telecommunications,  timing  systems,  and  more  with  there  to  make  sure  this  is  one 
Strategic  Power  Management.™  We'll  bring  a  vast,  sophisticated  event  that  never  happens. 


Telephone:  1-800-554-3448,  Ext.701  or  1-919-872-3020,  Fax:  1-800-75-EXIDE,  Internet:  http://www.exide.com,  E-Mail:  mto@exide.com 
)  1996  Exide  Electronics  Group.  Inc .  8609  Six  Forks  Rd..  Raleigh,  NC  27615  All  Rights  Reserved.  Powerware*  is  a  registered  trademark  and  Strategic  Power  Management1”^  a  trademark  of  Exide  Electronics  Group,  Inc. 
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ELECTRONICS 

Strategic  Power  Management” 


Our  world  class 
client/server 
development 
software  was 
$225  million 
in  the  making . . 


. .  .the  video, 
however, 
is  free. 


Composer,  from  Texas  Instruments 
Software. 

Our  on-going  development- 
investment,  is  paying  dividends  for  our 
customers.  They  are  all  winners! 

They  sustain  their  competitive 
advantage  -  continuously.  And  they 
succeed  through  the  rapid  delivery  of 
high  quality  information-systems. 

But  even  more  important,  they  deliver 
adaptable  systems  -  enabling 
sustained  response  to  the  relentless 
change  in  business  and  technology. 

Does  this  sound  familiar?  If  you  are 
delivering  mission-critical  client/server 
systems,  you  should  be  considering 
Composer. 

How? 

Simply  contact  us,  and  we  will  send 
you  a  free  video  presentation  of  how 
our  customers  are  sustaining  their 
competitive  advantage. 

And  see  how  our  investment  in  world 
class  client/server  development 
software  can  pay  dividends  for  you. 


Texas 

Instruments 


Texas  Instruments  Software 
P.O.  Box  17263 
Denver,  CO  80217-9729 
Phone:  800/838-1843  ext:  4008 
Fax:  303/294-0930 
E-mail:  tisb-us@ti.com 


Air  France 
Allegheny  Power 

Automobile  Club  of  Southern  California 
Bank  of  Ireland 
Bayer  Corporation 
Belk  Stores  Services,  Inc. 

Bell  Atlantic 

Blue  Cross  and  Blue  Shield  of  Florida,  Inc. 

Blue  Cross  Blue  Shield  of  Ohio 
Castek  Software  Factory 
Chevron 

Chicago  Mercantile  Exchange 

Chubb  &  Son 

Cinergy 

City  of  Norfolk 

Commonwealth  of  Pennsylvania 

CrownLife 

CUC  International 

Deutsche  Telekom 

EBSCO  Ind.  Inc. 

EDS 

Environmental  Protection  Agency 

The  Equitable  Life  Assurance  Society  of  the  U.S. 

Ericsson  Data  Services  Americas 

Kobelco 

Lowe's  Companies,  Inc. 

McDonnell  Douglas 
Milwaukee  County  Jail 
Mitsubishi  Motors  Corporation 
Motorola 

Nasdaq  Stock  Market 

New  York  Mercantile  Exchange 

Nippon  Steel  Information  &  Communications 

Nomura  Research  Institute 

Picker  International,  Inc. 

Premier  Solutions  Ltd. 

Recruit 

Regional  Justice  Information  Service  Commission 
SABRE  Decision  Technologies  (SDT) 

Setpoint  Inc. 

Springs  Industries,  Inc. 

State  of  Alaska 
State  of  Arizona 
State  of  California 
State  of  Florida 
State  of  Missouri 
State  of  Nebraska 
State  of  North  Dakota 
State  of  New  Mexico 
State  of  Oregon 
State  of  Texas 
State  of  Washington 
State  of  Wisconsin 
Travelers  Insurance 

Tropicana  Dole  Beverages  North  America 
Unicible 

Unisys  Transportation 
U.S.  Army 
U  S  WEST 

Volvo  Data  Corporation 


THE  CIO  ROLE 


Messages 

The  good  news  is  that  the  top  brass  believes  IT  should  drive 
strategy.  The  bad  news  is  that  unless  CIOs  boost  their  credibility, 
it  may  not  matter  what  management  believes,  according  to  the 
seventh  annual  CIO  Magazine/Ernst  &  Young  executive  survey. 


BY  JENNIFER  BRESNAHAN 


-  . .  All . 
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Y  GEORGE,  THEY’VE  GOT  IT!  If  you’ve  told  your  col¬ 
leagues  once,  you’ve  told  them  a  thousand  times — IT 
should  be  part  of  the  business  strategy.  Finally,  the 
CEOs,  CFOs,  vice  presidents  and  other  senior  man¬ 
agers  are  parroting  your  words  back  to  you.  But  don’t 
gloat  yet:  While  the  top  brass  may  get  the  message, 
they  have  lingering  doubts  about  the  messenger.  CIOs 
may  be  harming  their  credibility  and  endangering 
their  chances  to  be  strategic  business  players  by  ig¬ 
noring  key  concerns  their  bosses  and  peers  have  about  ser¬ 
vice  delivery  and  project  supervision. 

As  a  result,  managers  and  peers  are  considerably  less  im¬ 
pressed  with  their  IS  departments’  performance  than  are 
CIOs.  CIOs,  in  turn,  can’t  understand  why  their  organizations 
pay  lip  service  to  IT’s  strategic  value  but  treat  the  depart¬ 
ment  as  a  cost  center  and  the  information  executive  as  a 
mere  service  provider  and  technology  implementer. 


THESE  OBSERVATIONS  EMERGED  from  CIO 
Magazine’s  seventh  annual  executive  survey, 
co-sponsored  by  Ernst  &  Young  LLP.  The 
survey,  which  polled  nearly  100  CIOs  and 
their  bosses  and  peers  from  a  range  of  indus¬ 
tries  and  corporations  earlier  this  year,  found 
that  CIOs’  misplaced  attention  may  be  costing 
them. 

“CIOs  have  adopted  an  inward  focus  when 
they  need  to  have  more  of  an  outward  focus,” 
says  Joe  Zucchero,  senior  manager  at  Ernst  & 


Young  Management  Consulting  in  Irvine, 
Calif.  “Take  the  Internet  as  an  example.  CIOs 
are  concerned  with,  ‘Do  I  have  the  right  tech¬ 
nology?  Do  people  understand  HTML?  Java?’ 
But  the  most  important  question  really  should 
be,  ‘Do  my  people  know  how  to  manage  their 
work?’  CIOs  still  need  to  keep  up  with  the 
technology,  but  if  they  can’t  manage  their 
business,  the  rest  is  secondary.” 

Some  aspects  of  the  survey  suggest  that 
CIOs  are  finally  on  the  verge  of  obtaining  the 
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inally,  your  bosses 
and  peers  get  the 


message  you’ve  been  i< 


sending:  IT  should  be 
part  of  business 
strategy. 


SUCCESS  ADDRESSED 


What  are  the  top  critical  success  factors  for  CIOs  over 
the  next  5-10  years? 

CIOs 

BOSSES 

PEERS 

1. 

Responsiveness  to 
business  needs 

Responsiveness  to 
business  needs 

Responsiveness  to 
business  needs 

2. 

Providing  a  clear 
strategic  technology 
vision 

Controlling  the  cost 
of  technology 

Providing  a  clear 
strategic  technology 
vision 

3. 

Controlling  the  cost 
of  technology 

Delivering  quality 
solutions  on  schedule 

Controlling  the  cost 
of  technology 

While  ail  three 
groups  agreed  that 
IS  should  be  linked 
to  business 
strategy,  delivering 
projects  on  time 
did  not  even 
register  on  the 
CIOs’  scale. 


respect  and  strategic  positioning  that  they 
have  fought  so  hard  to  gain.  CIOs,  bosses  and 
peers  all  classified  responsiveness  to  busi¬ 
ness  needs  as  the  most  critical  factor  in  de¬ 
termining  a  CIO’s  success  over  the  next  five 
to  10  years.  Responsiveness  in  this  context 
included  selecting  IT  solutions  to  business 
needs  that  will  help  the  company  reach  its 
strategic  goals. 

Despite  this  seeming  synchronization  of 
strategic  mind-set,  CIOs  were  out  of  step  on 
several  key  issues  with  their  colleagues,  who 
had  only  lukewarm  perceptions  of  how  well 
CIOs  are  performing  in  that  strategy  role. 
Clearly,  effective  project  management  is  the 


key  to  the  hearts  of  peers  and  boss¬ 
es.  Both  groups  emphasized  the 
importance  of  delivering  quality  so¬ 
lutions  on  schedule  and  on  budget. 

Though  CIOs  acknowledged  proj¬ 
ect  deadlines  and  costs  as  the  top 
two  criteria  that  superiors  use  to 
measure  their  job  performance, 
only  one  CIO  considered  meeting 
deadlines  important  to  overall  suc¬ 
cess.  And  less  than  30  percent  of 
CIOs  mentioned  project  manage¬ 
ment  as  a  core  IS  competency. 

The  problem,  according  to  Bill 
Herald,  director  of  Ernst  &  Young’s 
Center  of  Technology  Enablement 
in  Vienna,  Va.,  and  an  architect  of 
the  survey,  is  that  many  CIOs 
spend  their  time  with  business  strategy  or 
technical  competence  and  never  get  around 
to  becoming  good  project  or  departmental 
managers.  “That’s  death,  essentially,”  he  says. 
“You  can  excel  in  just  one  of  them,  but  you’d 
better  be  damn  good  in  the  other  two  as  well.” 

Zucchero  agrees.  “I  have  clients  who  apply 
the  2X  rule  to  whatever  their  IS  people  tell 
them — twice  as  long,  twice  as  expensive,”  he 
says.  “If  everybody  says  getting  things  done 
on  time  is  the  most  important,  that’s  project 
management.  So  why  the  disconnect?” 

The  survey  also  suggests  that  despite  the 
time  spent  dwelling  on  IS  strategic  value,  the 
old  habit  of  thinking  of  IS  as  a  maintenance 
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and  service  center  is  a  hard  one  to  break  for 
everyone — including  CIOs. 

For  example,  CIOs  overwhelmingly  chose 
technical  competence  as  the  top  IS  core 
competency,  while  they  ranked 
knowledge  of  the  business  a  dis¬ 
tant  third  behind  team  skills.  Fur¬ 
ther,  although  half  of  the  peers 
said  that  articulating  a  clear  tech¬ 
nology  vision  is  an  important  suc¬ 
cess  factor  for  CIOs,  only  about  30 
percent  of  CIOs  mentioned  it. 

Those  results  suggest  that  CIOs 
are  still  focusing  on  the  nuts  and 
bolts  of  tactical  implementation 
rather  than  delivering  on  the 
goods  that  they  sold  to  manage¬ 
ment  by  arguing  for  IS  to  be  in  the 
strategic  loop. 

Peers  and  bosses  are  also  slow 
to  make  good  on  their  claims  of 
understanding  IT’s  strategic  value. 

They  may  agree  that  it  makes 
sense  to  include  an  IT  guru  in  all 
crucial  business  plans,  but  the  reality  is  that 
they’d  rather  their  CIOs  play  a  supporting, 
service  provider  role.  Accordingly,  they  don’t 
consider  management  skills  such  as  commu¬ 
nication  with  the  CEO  or  recruiting  new  IS 
staff  important  for  CIOs.  As  Zucchero  ex¬ 
plains,  “Most  executives  want  to  view  CIOs 
as  their  technology  partners,  but  they  don’t 
think  they  have  the  business  acumen  and  un¬ 


derstanding  for  business  strategy.  They  want 
to  tell  CIOs  what  to  do  and  have  them  do  it. 
This  is  very  different  from  what  CIOs  are 
striving  for.” 


MISSING  THE  CRITICAL  PATH 


What  are  the  top  critical  success  factors  for  CIOs  over 
the  next  5-10  years? 


CIOs 

BOSSES 

PEERS 

1. 

Project  completions 

Project  completions 

Project  completions 

and  milestones  met 

and  milestones  met 

and  milestones  met 

2. 

Actual  costs  to 

Actual  costs  to 

Actual  costs  to 

budget  variances 

budget  variances 

budget  variances 

3. 

Surveys  or  feedback 

Surveys  or  feedback  of 

Quality  of  effec- 

of  user  satisfaction 

user  satisfaction 

tiveness  of  projects 
implemented 

The  conflict  over  the  proper  priorities  for  a 
CIO  is  causing  frustration  and  resentment  on 
all  sides.  As  a  result,  none  of  the  respondents 
has  much  faith  in  their  companies’  general  at¬ 
titude  toward  the  IT  organization,  the  involve¬ 
ment  of  senior  executives  in  IT  activities,  or 
business  unit  managers’  understanding  of  IT’s 
potential.  With  the  exception  of  the  bosses’ 
perceptions  of  their  own  involvement  in  IT  ac- 


Despite  ranking 
strategic  vision 
and  responsiveness 
to  business  as 
important  factors 
for  success,  all 
groups  still  focus 
on  measuring  IS 
performance  on 
the  operation  or 
service  level. 


Apathy  among  peers 
toward  the  IT  func¬ 
tion  is  driven  in  part  by 
their  feeling  that  CIOs 
underestimate  them. 
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The  rush  to  do  business  on 
the  Internet  is  on.  The  question 
is,  what  will  ultimately  separate 
the  winners  from  the  losers? 

A  deciding  factor  will  be  your 
alliance  with  strategic  network 
partners.  Alliances  that  can  help 
you  capitalize  on  all  the  power 


the  Internet  has  to  offer.  And 
when  it  comes  to  the  Internet, 
there  is  no  better  partner  than 
the  people  of  Cisco  Systems. 

We  didn’t  just  arrive  on  the 
information  highway  yesterday. 
In  fact,  we’re  one  of  the  pioneers 
who  helped  create  the  Internet. 


Almost  every  message  that 
travels  over  the  Internet  moves 
through  Cisco  equipment.  And 
our  Cisco  IOS  software  is  the 
core  technology  that  empowers 
different  hardware  devices  on 
the  Internet  to  communicate  with 
each  other  regardless  of  their 


T  H  E 


Information  Highway 


I s  Pave  d  With 


Rhetoric,  Metaphors, 


And  The  Scar  Tissue 


Of  Misinformed 


Executives. 


make  or  brand  name,  ensuring 
smooth,  secure  communications 
around  the  corner  or  the  globe. 

All  of  this  makes  us  uniquely 
able  to  help  you  build  the  type 
of  infrastructure  your  company 
needs  to  employ  the  Internet  for 
marketing,  customer  support  and 


most  importantly,  more  sales. 

The  metaphors,  rhetoric  and 
promises  will  only  carry  you  so 
far.  In  the  end,  experience  and 
expertise  will  surely  take  you 
much  farther  down  the  road. 

So  visit  us  on  the  Web  at 
www.cisco.com.  Or  give  us  a  call 


at  1-800-778-3632,  ext.  159172. 
We  know  how  to  make  sure  that 
your  trip 
on  the 
Internet  is 
a  safe  and 
profitable 
journey. 


iifii! 

ciscoSystems 

THE  NETWORK  WORKS. 
NO  EXCUSES. 


From  outside  the  United  States,  phone  Cisco  USA  408-526-7209,  Cisco  Europe  32-2-778-4242  or  Cisco  Australia  61-2-9935-4107. 


DIFFUSED  ATTENTION 


What  are  the  important  activities 
for  CIOs  to  focus  on? 


Strategic  IT  planning  16% 


Supporting/training  users 
and  customers 


14% 


Even  the  areas  of 
focus  that  garner 
the  most  votes 
from  CIOs  drew 
fairly  equal 
support.  With  so 
many  demands, 
CIOs  have  no 
clear  direction 
for  where  to  spend 
their  energies. 


Tracking/communication  of 
IT  trends  and  opportunities 


12% 


Recruiting,  maintaining  and 
motivating  IS  staff  0 

Percentages  reflect  CIO  responses  only. 

Respondents  were  allowed  to  pick  more  than 
one  option. 

tivities  and  the  peers’  ranking  of  how  well 
they  themselves  understand  the  potential 
of  IT,  both  groups  answered  these  ques¬ 
tions  with  numbers  in  the  vicinity  of  four 
on  a  scale  of  one  to  seven,  with  higher 
numbers  indicating  better  understanding. 
That  ranking  suggests  apathy  on  the  part  of 
peers  and  bosses  toward  their  IT  organiza¬ 
tions,  says  Zucchero.  “[A  score  of]  four  pretty 
much  means,  ‘I  don’t  care.’  You’d  almost  want 
the  score  to  be  one  or  two  instead  of  four  be¬ 
cause  apathy  is  a  tough  thing  to  deal  with.” 


One  explanation  for  the  peer  apathy  might 
be  resentment  over  being  underestimated. 
Peers  scored  IT’s  strategic  value  higher  than 
any  other  group,  giving  it  an  8.88  on  a  scale 
of  one  to  10,  while  CEOs  rated  it  8.18  and 
CIOs,  7.87.  But  instead  of  leveraging  their 
colleagues’  awareness  and  support,  CIOs  as¬ 
sume  that  they  don’t  grasp  IT’s  importance; 
while  peers  rated  their  understanding  of  IT’s 
strategic  importance  as  a  5.59  on  a  scale  of 
one  to  seven,  CIOs  gave  them  a  4.36,  and 
bosses  rated  peers  at  an  even  four. 

Unreasonable  expectations  may  also  ac¬ 
count  for  peer  ambivalence  toward  CIOs.  Ac¬ 
cording  to  the  survey  data,  the  vast  majority 
of  peers  learn  about  new  enabling  technolo¬ 
gies  and  their  applications  from  business  and 
technical  publications.  But  these  magazines 
often  don’t  portray  the  full  reality  of  imple¬ 
menting  the  technology,  notes  Celia  Liu, 
Ernst  &  Young  senior  consultant  and  main 
survey  architect.  Business  unit  managers 
get  tired  up  after  reading  an  article,  but  only 
the  CIO  understands  what  it  takes  to  imple¬ 
ment  it.  “Today  we  have  a  very  IT-literate 
population  of  managers,”  Liu  says.  “These 
people  read  articles  every  day  about  new 
technologies  and  develop  a  high  set  of  expec¬ 
tations.  They  think,  ‘Well,  we  could  be  doing 
this,  but  we  have  squat.’  The  CIO’s  task  is  to 
help  distill  that  information,  to  really  know 
the  technology  and  implementation  issues, 
and  to  make  reasonable  promises  in  cost  and 


This  Is  Now; 
That  Will  Be 
Tomorrow 

Technologies  focus  on 
information  sharing 

Judging  by  the  enabling  technolo¬ 
gies  chosen  as  the  most  impor¬ 
tant,  the  chief  concern  of  survey 
respondents  is  improving  how  infor¬ 
mation  is  exchanged  within  their  com¬ 
panies.  Data  warehousing,  client/serv¬ 
er  migration  and  networking  top  the 
list  for  today’s  important  technolo¬ 


gies.  The  list  of  critical  future  tech¬ 
nologies  includes  data  warehousing, 
high-speed  networking,  the  Internet, 
EDI  and  information  sharing/man- 
agement  tools. 

None  of  the  bosses  identified  data 
warehousing  as  significant,  but  that 
omission  doesn’t  necessarily  mean 
they  don’t  want  or  need  it,  says 
Mike  Craig,  senior  manager  at  Ernst 
&  Young  in  Atlanta  and  an  expert  on 
data  warehousing.  In  fact,  when  ex¬ 
ecutives  say  they  need  information¬ 
sharing  tools,  they  may  actually  be 
asking  for  a  data  warehouse.  “All 
CEOs  say  that  they  need  more  in¬ 
formation,  and  that’s  what  a  data 
warehouse  is,”  Craig  says.  “But  un¬ 
less  they  read  about  it  or  the  CIO 
tells  it  to  them,  they  don’t  really 


know  what  the  term  means.” 

Data  warehousing  and  other  in¬ 
formation  management  technolo¬ 
gies  are  becoming  widespread  as 
more  and  more  people  discover  the 
power  of  the  Internet  and  intranets, 
says  the  Center  of  Technology  En¬ 
ablement’s  Herald. 

Craig  asserts,  however,  that  data 
warehousing  is  only  the  first  phase 
of  a  larger  technology  trend.  “Data 
warehousing  is  a  hot  topic  today,  but 
I  don’t  think  it  is  going  to  be  the 
hottest  topic  three  years  down  the 
road,”  he  says.  Eventually,  compa¬ 
nies  will  integrate  data  warehousing 
with  other  information  systems 
such  as  document  management  to 
encompass  all  of  their  data  needs 
and  sources.  -/.  Bresnahan 
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“Now  that  my  company 
is  on  the  Internet, 
will  I  have  to  explain 
to  management 
what  a  Resident 


why  it  brought  down 
the  New  York  office?” 


Monkey.  B . . .  Queeg . . .  Screaming 
Fist.  Right  now  there  are  people  out 
there  making  newer,  smarter  computer  viruses  at 
the  rate  of  about  four  a  day.  And  the  more  your 
company  ventures  onto  the  Internet,  the  more  you 
open  yourself  up  to  attack. 

Fortunately,  we’ve  got  the  world’s  leading  antivirus 
researchers  on  our  side:  a  whole  lab  of  men  and 
women  whose  aim  in  life  is  to  thwart  viruses  before 
they  can  do  damage.  They’ve  developed  an  integrated 
suite  of  antivirus  products  and  services  you’ll  find  in 
our  Secure  Way"  family,  including  die  most  advanced 
security  measures  in  industry  history.  IBM  AntiVirus 
software  detects  more  than  6,800  strains  of  computer 
viruses,  including  polymorphic  viruses  and  others 
previously  thought  to  be  undetectable.  The  system 


also  provides  false  alarm  elimination  and  infection 
verification.  It  will  alert  you  to  suspicious  virus-like 
activity  anywhere  on  the  network.  And  it  works 
across  multiple  client/server  operating  systems  from 
Windows®  95,  Windows  3.1,  DOS  and  OS/2®  Warp  to 
Novell  NetWare®  and  Windows  NT.™ 

As  an  IBM  AntiVirus  customer,  you  get  signature 
updates,  Bulletin  Board  support  and  you  can  sub¬ 
scribe  to  comprehensive  quarterly  software  upgrades 
and  get  a  fully  updated  antivirus  product  every  three 
months,  including  the  latest  polymorphic  fixes. 

For  more  on  our  antivirus  solutions  and  all  our 
security  products,  visit  www.ibm.com/security  or  call 
1  800  IBM-7080,  ext.  G120. 


Solutions  for  a  small  planet™  S  E= 


IBM,  OS/2,  SecureWay  and  Solutions  for  a  small  planet  are  trademarks  ol  IBM  Corp.  All  other  company  and/or  product  names  are  trademarks  of  their  respective  companies,  ©  1996  IBM  Corp. 


While  respondents 
from  all  three 
groups  agree  on  IT's 
role,  their  ideas  on  how 
to  execute  that  role 
differ  vastly. 


delivery  time  frame.” 

As  for  the  CIOs,  Zucchero  argues  that  they 
rank  IT’s  strategic  value  so  low  because  they 
are  discouraged  over  their  organizations’  shal¬ 
low  display  of  support.  In  many  cases,  major 

NEED  TO  KNOW 


What  are  the  top  IS  core 
competencies? 


Technical  competence  85% 


Though  bosses  and 
peers  ranked 
vision  and  project 
management  highly 
in  other  questions, 
no  one  emphasized 
the  need  for  CIOs 
to  get  the  skills  to 
perform  those 
duties  well. 


Team  skills 


Knowledge  of  business 


Project  management 


53% 


40% 


24% 


Percentages  reflect  sum  of  all  responden  ts. 
Respondents  were  allowed  to  pick  more  than 
one  option. 

initiatives  are  launched  in  businesses 
without  any  thought  of  the  IT  department 
and  whether  it  can  deliver.  And  CIOs  are 
being  asked  to  prove  payback  on  projects  that 
are  very  difficult  to  quantify,  such  as  transfer¬ 
ring  existing  data  from  legacy  systems 


For  more  detailed 
information  on  the 
study,  contact  study 
architects  Peter  Greis 
or  Celia  Liu  of  E&Y's 
Center  for  Technolo¬ 
gy  Enablement  at 
703  903-5000. 

because  we’ve  overrun  costs  so  tremendously 
in  the  past  that  we  have  some  credibility  is¬ 
sues  to  fix.” 

Exhausted  and  demoralized,  CIOs  may 
well  balk  at  this  challenge.  They’ve  labored 
extensively  to  gain  legitimacy  and  stability 
and  apparently  still  have  a  way  to  go.  Yet,  the 
first  battle  is  won;  the  major  players  in  the 
companies  surveyed  understand  on  some 
level  the  necessity  of  IT’s  involvement  in 
business  strategy.  The  next  step  is  to  take 
what  everyone  already  knows  and  make  it  re¬ 
ality.  But  before  CIOs  are  unequivocally  ac¬ 
cepted  as  strategic  business  managers,  they 
must  first  master  the  management  of  projects 
and  deadlines.  Whether  they  outsource  or 
delegate,  CIOs  must  get  a  better  handle  on 
the  fundamentals  before  it  matters  whether 
the  top  brass  has  learned  anything  at  all.  BE] 


to  desktop  computers. 
“People  say  that  IT  is 
strategic,  but  when  it 
comes  down  to  funding, 
IT  isn’t  being  treated 
like  other  strategic  pro¬ 
jects,”  Zucchero  says. 
“That’s  why  the  CIO  has 
a  less  strategic  view  than 
his  peers.  I  think  we 
have  ourselves  to  blame 


Staff  Writer  Jennifer  Bresnahan  can  be  reached 
via  e-mail  at  jennifer@cio.com. 
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“Now  that  my 


company  is  on 
the  Internet, 
will  a  fancy 
port  scanner 
algorithm  make 

mincemeat 

of  my 
firewall?’’ 


The  Internet  lets  your  company 
open  its  doors  to  millions  of  potential 
customers,  partners  and  contributors  and,  unfor¬ 
tunately,  some  potentially  dangerous  hackers, 
crackers  and  online  troublemakers. 

That’s  why  we  at  IBM  have  some  dedicated 
hackers  of  our  own.  We  call  them  “ethical  hackers’.’ 
Working  with  the  IBM  Global  Security  Analysis 
Lab,  these  scientists  explore  the  cutting  edge  of 
hacking  techniques  to  develop  better  and  better 
security  countermeasures.  And,  as  part  of  IBM’s 
Security  Healthcheck,  they'll  even  try  to  break  into 
your  network  (with  your  permission,  of  course) 
to  look  for  weak  spots  and  strengthen  defenses. 

Where  the  healthcheck  leaves  off,  IBM’s 
Emergency  Response  Service  takes  over.  On  call 


24  hours  a  day,  seven  days  a  week  around  the 
globe,  the  response  team  makes  itself  intimately 
familiar  with  your  network  and  systems  ahead 
of  time  so  that,  in  an  emergency,  they  can 
respond  quickly  to  close  the  breach  and  fix 
the  problem. 

To  learn  more  about  IBM’s  IT  Security 
Consulting,  Security  Healthcheck,  ethical  hackers, 
the  Emergency  Response  Service  and  all  the 
products  and  services  in  the  IBM  Secure  Way 
family,  visit  us  at  www.ibm.com/security  or  call 
1  800  IBM-7080,  ext.  G121 


Solutions  for  a  small  planet™  S  E=  :r=r= 


IBM  is  a  registered  trademark  and  SecureWay  and  Solutions  fer  a  small  planet  are  trademarks  ot  IBM  Corp.  ©  1996  IBM  Corp. 


CLIENT/SERVER  MANAGEMENT 


Gartner  View: 
Bewitched,  Bothered 
and  Bewildered 

Integration  offers  solutions  to  the  application  development  crisis 

BY  BRENDAN  CONWAY  AND  RICHARD  HUNTER 


any  IS  organizations  feel  besieged  by  a 
software  development  crisis  marked  by 
long  delays  in  delivering  applications, 
growing  backlogs,  poor-quality  software 
and  escalating  costs.  To  make  matters 
worse,  most  IS  managers  and  executives 
cannot  peg  the  progress  or  status  of  a  given  application 
development  (AD)  project  easily  because  of  lax  or  inade¬ 
quate  tracking  procedures. 

To  battle  these  critical  project  management  difficulties, 
IS  departments  have  traditionally  cobbled  together  a  set 
of  tools  and  procedures— with  little  compatibility— from 
various  vendors.  But  today  many  vendors  are  offering  so- 
called  “integrated”  approaches  that  weave  together 
methodologies  and  management  tools  that  allow  IS  to 
take  a  more  holistic  view  of  the  AD  process. 

While  this  integrated  approach  is  no  panacea,  it  can  of¬ 
fer  significant  benefits,  including  increased  application 
quality  and  developer  productivity  and  the  ability  to  de¬ 
velop  predictable  and  repeatable  processes.  It  also  pro¬ 
vides  a  vendor-supplied  baseline  of  best  practices  at  the 
outset  of  a  project  and  then  becomes  a  repository-driven 
engine  for  refining  methods  and  techniques,  collecting 
and  maintaining  measurements,  and  facilitating  collabora¬ 
tion  among  the  development  team. 

Gartner  Group  Inc.  estimates  that  the  ongoing  use  of 
this  integrated  approach  is  likely  to  increase  the  consis¬ 
tency  and  quality  of  the  AD  process  and  provide  a  devel¬ 
opment  productivity  improvement  over  manual  ap¬ 
proaches  of  at  least  30  percent  within  three  years. 

METHODOLOGY:  The  Knowledge  Component 

A  methodology  captures  AD  experience  by  defining  phas¬ 
es,  activities,  tasks  and  related  deliverables  of  an  AD  proj¬ 
ect.  A  robust  methodology  usually  provides  an  associated 
technique  at  an  activity  level,  task  level  or  both. 

Commercial  methodologies  have  long  been  mostly  pa¬ 
per-based  and  have  taken  a  “waterfall”  approach,  where¬ 
by  development  must  be  completed  in  fixed  stages.  But 
leading  vendors  now  couple  their  methodologies  with  AD 
process  management  technology  to  support  a  mix  of  non¬ 
waterfall  development  methods,  including  rapid  applica¬ 
tion  development  (RAD)  methods  that  introduce  pieces 
of  application  functionality  as  a  project  progresses  rather 


than  in  set  cycles.  Client/server  methods  in  particular  are 
growing  more  mature — they  are  addressing  GUI  design, 
physical  design,  application  partitioning  and  testing — but 
will  not  be  fully  mature  until  1998.  In  addition,  object-ori¬ 
ented  methods  are  emerging  from  the  traditional  method¬ 
ology  vendors  to  provide  processes  for  object-oriented 
analysis  and  design  techniques. 

PROCESS  MANAGEMENT:  Working  Together 

Process  management  merges  the  discipline  of  managing 
the  interdependent  steps  of  software  development  with 
technology.  Process  managers  provide  an  interactive 
repository  for  definitions  and  examples  of  roles  and  re¬ 
sponsibilities,  tasks,  tools,  standards,  metrics  and  deliver¬ 
ables.  The  next  generation  of  process  management  tools 
will  emphasize  the  pieces  most  important  to  AD  team 
members— workflow,  greater  collaboration  and  automat¬ 
ing  the  flow  of  tasks,  deliverables  and  approvals.  Depend¬ 
ing  on  user  constituency,  process  managers  can  serve  as 
planning  or  reference  instruments.  Process  management 
is  also  becoming  more  tightly  integrated  with  project¬ 
scheduling  tools  with  respect  to  data  exchange,  metrics 
collection,  resource  scheduling  and  time  reporting. 

PROJECT  MANAGEMENT:  Competency  Centers 

Project  management  is  a  subset  of  process  management 
for  estimating,  organizing  and  monitoring  a  specific  soft¬ 
ware  development  project.  Project  managers  are  tools  for 
devising  optimal  schedules,  assigning  appropriate  levels 
of  resources,  tracking  actual  efforts  versus  budgeted  ef¬ 
forts  and  reporting  the  status  of  projects. 

Project  management  tools  are  increasingly  being  inte¬ 
grated  with  other  desktop  applications  through  Microsoft 
Corp.’s  generally  accepted  standards  Dynamic  Data  Ex¬ 
change,  OLE  and  Open  Database  Connectivity.  Schedul¬ 
ing  engines  are  becoming  common  software  features  and 
no  longer  carry  the  cache  to  command  premium  pricing. 
Some  IS  organizations  have  determined  that  project  man¬ 
agement  is  a  specialty  and  have  created  internal  “compe¬ 
tency  centers”  to  provide  the  following: 

■  Guidance  in  AD  methodologies,  processes  and  mea¬ 
surements 

■  Information  on  best  practices  for  software  develop¬ 
ment 
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Don  Tapscott 
Conference  Moderator 


George  Gilder 
Keynote  Speaker 


Jim  Sterne 


The  Web  and  the  Internet  have  tran¬ 
scended  surfing  and  chat  groups  to 
become  incubators  of  serious  com¬ 
mercial  innovation.  Pioneering  enter¬ 
prises  are  busily  hatching  the  future  of 
wired  and  interactive  business  conduct. 
Only  some  of  these  experiments  will 
prove  to  be  successful  and  profitable. 

The  critical  challenge  for  organiza¬ 
tions  will  be  to  identify  the  right  busi¬ 
ness  models  for  exploiting  the  external 
Web  and  to  develop  suites  of  Intranet 
applications  that  enhance  employees’ 
effectiveness  and  help  businesses 
compete  and  prosper  in  new  ways. 

As  acceptance  of  and  confidence  in 
electronic  media  grow,  a  broader  array 
of  transactions  will  migrate  online. 
Businesses  should  be  preparing  them¬ 
selves  right  now  for  that  transition, 
which  is  tomorrow — measured  in  Web 
years. 

At  WebMaster  Perspectives,  you  will 
learn  how  some  of  the  leading  business 
visionaries  and  innovators  are  profiting 
by  pushing  the  promise  of  the  Web  and 
the  Internet  to  new  levels  of  functional¬ 
ity. 

The  first  in  our  WebMaster  Perspec¬ 


tives  Series,  Surfing  the  Business  Potential 

will  look  at  cyberspace  from  the  CIO’s 
point  of  view. 

Surfing  the  Business  Potential  brings 
together  visionaries  such  as  George 
Gilder,  Author,  Telecosm  and  Senior 
Fellow,  The  Discovery  Institute; 

Les  Ottolenghi,  Director,  Emerging 
Technologies,  Holiday  Inn;  and  Jim 
Sterne,  President,  Target  Marketing  to 
name  a  few. 

Don  Tapscott,  President,  New  Para¬ 
digm  Learning  Corporation  and  Author, 
The  Digital  Economy:  Promise  and  Peril 
in  the  Age  of  Networked  Intelligence, 
will  moderate  the  WebMaster  Perspec¬ 
tives  program  and  set  the  stage  for  our 
discussions. 

To  secure  your  place  at  Surfing  the 
Business  Potential,  complete  the  on-line 
enrollment  form  at  http://www.cio.com; 
complete  the  enrollment  form  on  the 
back  of  this  brochure  and  fax  it  to 
us  at  508-879-7720;  or  call  us  at  800- 
355-0246. 

Join  us  on  August  11-14  at  the 
Westin  St.  Francis  in  San  Francisco, 
California  and  get  a  glimpse  of  the 
future! 


Tim  Horgan 


COMPANION  PROGRAM 

Participation  in  the  companion  program 
includes  all  scheduled  receptions,  meals, 
entertainment  and  an  Alcatraz  Tour.  Com¬ 
panions  must  be  enrolled  in  the  program  for 
involvement  in  any  conference-related  activi¬ 
ties.  The  companion  program  does  not 
include  conference  session  attendance. 


CONCURRENT  SESSIONS 
On  Monday  and  Tuesday,  a  series  of  concur¬ 
rent  sessions  provided  by  our  corporate 
hosts  will  be  available.  Participants  can 
attend  multiple  concurrent  sessions. 


FEATURED  PRESENTERS 


GEORGE  GILDER 

Author,  Telecosm 

Senior  Fellow 

The  Discovery  Institute 

KENNETH  HILL 

Global  Online  Business 
Development  Manager 
Dell  Computer  Corporation 

TIM  HORGAN 

Webmaster 

CIO  Communications,  Inc. 

ANDY  GREENAWALT 

Vice  President 

Information  Services,  Americas 
Dell  Computer  Corporation 


lew  McCreary 

Publisher  &  Editor-in-Chief 
WebMaster  Magazine 

LES  OTTOLENGHI 

Director,  Emerging  Technologies 
Holiday  Inn 

JIM  STERNE 

President 
Target  Marketing 

DON  TAPSCOTT 

Author,  The  Digital  Economy: 
Promise  and  Peril  in  the  Age  of 
Networked  Intelligence 


"I  look  to  CIO  conferences  for  insights 
into  the  business  of  technology  and  the 
opportunities  ahead." 

Faye  Lee 

SmithKIine  Beecham 


“CIO  represents  the  most 
comprehensive  collection  of 
information  technology 
leadership  in  the  country." 

Robert  Lamendola 
General  Instrument 
Corporation 
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NAME  OF  COMPANION  (IF  PARTICIPATING  IN  COMPANION  PROGRAM) 

C52 

CHECK  ALL  THAT  APPLY: 

ENROLLMENT  FEE 

O  Private  Sector:  $1,295 

O  Government/Military  Executives:  $1,830 

OTHER  ACTIVITIES 

O  Companion  Program  ($250) 

Companions  must  be  enrolled  in  this  program  to  attend  any  conference- 
related  functions.  Includes  all  scheduled  meals,  entertainment  and  companion 
get  acquainted  breakfast.  Conference  session  attendance  not  included. 

The  Companion  Program  includes  a  tour  of  Alcatraz 

PAYMENT  INFORMATION  (Please  make  checks  payable  to  CIO  Communications,  Inc.) 
O  Check  enclosed  O  Bill  company 

O  P.O.  # _ 

O  Credit  card  # _ 

O  AMEX  O  VISA  O  MC  Exp. _ 

Signature: _ 


Please 
Attach 
Business 
Card  Here 


ATTIRE 

Casual!  Please,  no  suits, 
ties  or  business  attire! 

HOTEL  ACCOMMODATIONS 

A  block  of  rooms  has  been  reserved  at 
the  Westin  St.  Francis.  We  urge  you  to 
make  your  reservations  early  by  calling 
the  hotel  at  415-397-7000.  Be  sure  to 
identify  yourself  as  part  of  the  CIO 
WebMaster  conference  to  receive  the 
conference  rate,  and  make  your 
reservations  early.  Please  guarantee 
your  room  with  a  credit  card,  as  all  un¬ 
reserved  or  unguaranteed  rooms  will  be 
released  on  7  / 11/96.  Hotel  reserva¬ 
tions  /  cancellations  and  charges  are 
your  responsibility.  CIO  will  make 
hotel  reservations  for  government  and 
military  participants  only. 

TRANSPORTATION 

American  Airlines  is  the  official 
conference  carrier.  Call  American  at 
800-433-1790  and  reference  Star  File 
S3586MA.  AVIS  is  the  official  car 
rental  provider.  Call  AVIS  at 
800-331-1600  and  reference  B766657. 

ENROLLMENT  FEES 

All  enrollment  fees  must  be  paid 
in  advance  of  the  meeting. 

Fee  includes  conference  sessions, 
concurrent  sessions,  corporate  host 
displays,  conference  materials  and 
scheduled  meals.  Transportation,  hotel 
and  recreation  are  your  responsibility. 

CANCELLATION 

You  may  cancel  your  enrollment  up  to 
8/2/96  without  penalty.  No  refund 
or  credit  will  be  given  for  cancel¬ 
lations  received  after  8/2/96.  You 

may  send  a  substitute  in  your  place. 

CIO  reserves  the  right  to  decline 
enrollment  to  any  registrant. 


TO  ENROLL:  FAX  THIS  FORM  TO  508-879-7720  OR  VISIT  OUR  WEB  SITE  AT  http://www.cio.com 


INTERNET  SOLUTIONS  FOR  THE  ENTERPRISE 


INTERNET  COMMERCE  EXPO 


Address 


INTERNET  SOLUTIONS  FOR  THE  ENTERPRISE 


CIO 


City/State/Zip 
Phone _ 


An  International  Data  Group  Company 


IDG 


WebMaster 


e-Mail 


Expositions,  Inc 


m m 


Mail  to:  Internet  Commerce  Expo,  111  Speen  Street,  P.O.  Box  9107, 
Framingham,  MA  01701.  Or  Fax  to:  508-370-4325  Phone:  800-667-4ICE 


The  World  s  Leading  Producer  of  Computer 
Related  Conferences  and  Expositions 


E.  IT'S  HOT. 

Internet  Commerce  Expo  •  Sept.  9-12, 1996 
Anaheim  Convention  Center  •  Anaheim,  CA 


The  Internet  Commerce  Expo  brings  innovative  solution  providers  and  knowledge¬ 
able  buyers  together  in  a  powerful  Internet  technology  exposition  and  conference. 


Please  put  me  on  ICE!  I  would  like  more 
information  on:  O  Exhibiting  O  Attending 

Name _ 

Title _ 

Company _ 


Internet  Open:  A  Show 
Floor  That  Will  Dazzle 


Sponsored  by 

COMPUTERWORU) 

NetworkWorld 


I  DC 


ICE.  If  it's  hot,  it's  here. 

If  you're  a  vendor  with  a  compelling  IT  solution...  or  a  corporate  decision  maker 
looking  for  productivity  enhancing  products,  you  need  to  be  where  it's  hot. 


For  information,  see  ICE  on  the  WWW: 

http://www.idg.com/ice 

or  Call  800-667-4ICE  14423) 


ICE  will  showcase  the  industry's  largest-ever  demonstration  of  user 
applications  developed  for  the  Web,  sponsored  by  leading  IT  vendors. 

For  Exhibitors,  there  will  be  thousands  of  motivated  buyers  actively  looking  for 
the  new  products  that  will  make  the  Intranet  and  Internet  commerce  practical  and 
secure.  There  is  simply  no  better  way  to  reach  this  hot-to-buy  audience  than  ICE. 

For  Attendees,  hundreds  of  the  leading  hardware,  software  and  network  services 
vendors  will  be  on  hand  to  show  you  how  to  increase  productivity  and  profitability 
via  the  latest  Internet  technology.  If  you  can  attend  just  one  show  this  year,  better 
make  it  ICE. 


In  addition,  the  focused  content  of  Internet  Commerce  Expo's  3-tier  conference  will 
address  the  needs  of  developers,  IT  and  business  managers  and  senior  executives. 


Internet  Commerce  Expo 
September  9-12,  1996 
Anaheim  Convention  Center 
Anaheim,  CA 
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Integrated  Methodology/Process  Management  Companies 


KEY:  •  Very  good  #  Good  Fair  •  Poor 

AGS  Mgmt.  Systems:  First  Case 


Methodology 


Process  Management 


Andersen  Consulting;  Method/ 1 


Bachman  Information  Systems  Inc.:  Serveyor 


CMP  Corp.:  Synergy 


Coopers  &  Lybrand:  Summit  Process 


Corporate  Computing/LBMS:  RADPath 


Corporate  Computing/LBMS:  Process  Engineer 


Ernst  &  Young:  Navigator 


James  Martin  &  Co.:  Architect 


Platinum/Protellicess:  MAP 


SECA:  SE/Companion 


SHL  Systemhouse:  SHL  Transform 


Sterling  Software:  Key:Advise 


_ 


■  Services  such  as  training  and  con¬ 
sulting 

■  Reuse  of  services  such  as  project 
plan  templates,  estimating  models 
and  certain  project-related  deliver¬ 
ables 

Costs  and  Benefits  of  Integration 

Over  a  three-  to  four-year  period,  an 
integrated  methodology,  process  man¬ 
agement  and  project  management  ap¬ 
proach  will  probably  cost  at  least 
twice  the  initial  price  of  the  combined 
licensing  and  enabling  services  (such 
as  training  and  customization).  Vari¬ 
ables  affecting  the  total  cost  of  imple¬ 
menting  an  integrated  solution  in¬ 
clude  a  development  organization’s 
size,  its  culture  and  implementation 
horizon  and  its  “maturity”  level. 

Development  maturity  is  a  concept 
pioneered  by  the  Software  Engineer¬ 
ing  Institute  (SEI)  at  Carnegie  Mellon 
University  (see  “The  Science  of  Soft¬ 
ware  Development,”  CIO,  April  15).) 
Its  Process  Capability  Maturity  Mod¬ 
el,  which  ranks  an  IS  department’s 
AD  function  based  on  its  ability  to  be 
repeated,  defined  and  managed,  con¬ 
tinues  to  intrigue  many  IS  managers 
and  executives — perhaps  because  70 
percent  of  AD  organizations  operate 
at  the  model’s  most  remedial  level.  To 
reach  more  mature  capability  levels, 
many  development  groups  have  stan¬ 
dardized  on  a  methodology  and  are 
exploring  emerging  integrated  ap¬ 
proaches. 

Vendor  Analysis 

Vendors  of  integrated  solutions  have 
diverse  backgrounds  that  are  often 


evident  in  the  depth  of  their  method¬ 
ologies,  the  extent  of  the  techniques 
provided,  the  degree  to  which  they 
are  tool-neutral,  the  packaging  and 
presentation  of  the  methodology  for 
commercial  sale,  and  their  commit¬ 
ment  to  knowledge  transfer.  Integrat¬ 
ed  solutions  are  available  from  the  six 
general  categories  of  vendors: 

1.  The  Big  Six  consulting  firms  (e.g., 
Andersen  Consulting  and  Ernst  & 
Young  LLP),  which  base  their 
methodologies  on  real-world  best 
practices.  Their  objective  of  tool- 
neutral  solutions,  however,  can  im¬ 
pede  their  techniques’  robustness. 

2.  Computer-aided  software  engi¬ 
neering  (CASE)  vendors,  most  no¬ 
tably  LBMS  Inc.  and  Sterling  Soft¬ 
ware  Inc.. 

3.  Specialized  consulting  companies 
(e.g.,  James  Martin  &  Co.). 

4.  Non-Big-Six  systems  integrators 
(e.g.,  DMR  Group  Inc.  and  SHL  Sys¬ 
temhouse  Inc.). 

5.  CASE  tool  and  methodology  train¬ 
ing  companies  (e.g.,  Platinum  Tech¬ 
nology  Inc./Protellicess  and  SECA). 

6.  Project  management  vendors  (e.g., 
AGS  Management  Systems  Inc.). 

Integrated  solutions  from  all  six 
categories  of  vendors  are  viable,  and 
in  the  past  two  years  vendors  in  dif¬ 
ferent  categories  have  formed  sev¬ 
eral  alliances  and  partnerships. 
Tool  integration,  partnerships  and 
“co-opetition”  partnerships,  in  which 
competitors  exchange  technology 
and  royalties,  are  likely  to  accelerate 
through  1996;  a  period  of  increased 
mergers  and  acquisitions  should  fol¬ 
low  through  1998.  Overall,  the  AD 


methodology/process  management 
market  is  likely  to  grow  20  percent 
to  25  percent  annually  through  1997 
and  35  percent  to  40  percent  annual¬ 
ly  from  1998  to  2000. 

Solutions  should  be  selected 
based  on  how  they  match  organiza¬ 
tional  needs,  which  are  often  dictat¬ 
ed  by  project  types,  company  culture 
and  the  installed  base  of  develop¬ 
ment  tools  (see  box,  at  left).  Solu¬ 
tions  should  be  evaluated  in  the  fol¬ 
lowing  areas: 

■  Methodology  Breadth  and  Depth: 
Sample  criteria  include  support  for 
an  iterative  development  process 
including  RAD  and  joint  application 
development  techniques;  full  life- 
cycle  coverage  from  planning 
through  implementation  and  main¬ 
tenance;  support  for  all  types  of 
applications,  including  mainframe 
(batch  and  online  transaction  pro¬ 
cessing)  and  client/server  (GUI, 
data  access  and  distributed  func¬ 
tion);  support  for  package  selection; 
support  for  projects  of  many  sizes;  a 
quality-assurance  focus,  including 
metrics,  reviews,  testing  and  stan¬ 
dards;  support  for  reuse  and  facili¬ 
ties  for  extending  and  customizing 
the  methodology. 

■  Process  Management:  The  degree 
to  which  the  methodologies  are  auto¬ 
mated  and  delivered  through  a  sup¬ 
porting  toolset.  Another  important 
criterion  in  considering  a  toolset  is 
the  vendor’s  demonstrated  commit¬ 
ment  to  knowledge  transfer,  training 
and  mentoring  as  well  as  the  vendor 
toolset’s  “usability,”  especially  the 
ease  of  applying  the  methods. 

■  Project  Management:  IS  organiza¬ 
tions  should  tailor  and  weight  project 
management  tool  selection  criteria 
to  fit  their  own  specific  requirements 
(see  box,  Page  88).  Higher-end  proj¬ 
ect  management  tools  provide  com¬ 
prehensive  support  for  multipro¬ 
ject  management  and  consolidation, 
multiproject  resource  sharing  and 
leveling,  and  large-task  networks. 
Lower-end  tools  provide  much  less 
capacity  but  are  easier  to  use  and  im¬ 
plement. 

Implementing  the  Solution 

Choosing  a  good  methodology  or  inte- 
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Sometimes,  a  simpler  way  to 
do  good  work  means  having 
somebody  else  do  it. 


File  Edit  View  insert  Format  Tools  Table  Window  Help 


Whether  they’re  on  paper 


or  on  your  network, 


we  manage  the  documents 


so  you  can  manage  your  business 


Introducing 


The  Document  Source 


Today,  documents  are  strategic  business  assets. 
Look  at  them  that  way,  and  you’ll  find  new 
ways  to  make  your  people  more  productive. 
First,  you  have  to  ask  the  right  questions:  Is 
your  document  process  integrated  with  your 
information  strategy?  Can  you  manage  them 
from  creation  to  storage?  Is  it  time  to  outsource? 
The  Document  Source  is  Xerox’s  way  to  help 
you  put  the  right  answer  to  work. 


XEROX®,  The  Document  Company®,  and  the  stylized  X  are 
trademarks  of  XEROX  CORPORATION.  The  Document  Source 
is  a  service  mark  of  XEROX  CORPORATION.  Screen  shot  used 
by  permission  from  Microsoft  Corporation.  36  USC  380 


Outsource 

The 


Microsoft  Word  XEROX.DOC 


-- 


Wm&m 

m 

WH.EKt 


After  years  of  making  messaging  richer  for  users, 
someone  has  finally  made  it  more  reliable  for  you. 


Microsoft  Exchange  Server -the  only  reliable,  scalable  messaging  server  with  built-in  groupware -is  now  shipping. 

Rich  text.  Embedded  graphics.  Unlimited  enclosures.  It  seems  users  have  had  every  indulgence  software  makers  can  think  of. 
Isn’t  it  time  someone  thought  of  your  needs?  We  have.  And  we  think  you'll  be  relieved  to  learn  that,  finally,  there’s  a  truly  reliable 
messaging  server  now  shipping.  One  with  all  the  performance,  security,  and  tracking  features  an  administrator  could  want. 

Microsoft®  Exchange  delivers  more  messages  faster  and  more  reliably  than  any  other  mail  or  groupware  system.  It’s  also 
more  secure.  With  built-in  features  like  encryption  and  digital  signatures, 
unauthorized  access  is  all  but  impossible.  There  are  also  built-in  tracking 
tools  that  let  you  locate  messages  anywhere  in  the  system.  And  in  the  event 
your  system  ever  loses  connection,  Microsoft  Exchange  will  automatically 
identify  the  source,  notify  you,  and  even  fix  it.  Most  importantly,  all  of  this  is 
possible  over  any  network  -  your  intranet  or  the  Internet. 

Collaborative  business  solutions  can  also  be  deployed  with  confidence. 


Messaging  Requirements 

Microsoft 
Exchange 
Server  v4.0 

Novell® 

Groupwise 

4.1 

Lotus®  Notes 
r4.0 

Scalable  to  widest  range  of  hardware* 

YES 

NO 

NO 

Integrated  Centralized  Management  Tools 

YES 

NO 

NO 

Integrated  Internet  Access  (SMTP/MIME) 

YES 

NO 

NO 

Integrated  X.400  (1984&1988) 

YES 

NO 

NO 

Built-In  Group  Scheduling 

YES 

YES 

NO 

Built-in  Groupware 

YES 

NO 

YES 

With  Microsoft  Exchange’s  powerful  messaging  infrastructure,  you’ll  have  the  required  reliability  for  group  scheduling,  bulletin 
boards,  and  customer  tracking  applications.  Administration  and  integration  are  equally  uncomplicated.  The  entire  system  can  be 
managed  from  a  single  desktop.  And,  unlike  other  systems,  Microsoft  Exchange’s  multi-protocol  open  architecture  provides  native 
SMTP-  and  X.400-support,  so  it  can  peacefully  coexist  with  almost  any  e-mail  system.  It  even  has  built-in  migration  tools  for  Microsoft 
Mail,  cc:  Mail T  PROFS?  DEC  All-ln-l',"and  Verimation  Memo.  So  now  you  have  every  reason  to  make  the  move.  And  every  assurance 
that  it’ll  be  worth  it.  To  learn  more,  call  (800)426-9400,  Dept.  A234.  Or  visit  our  Web  site  at  http://www.microsoft.com/exchange. 


. . Hill 

BACKOFFICE 

v/- 

Window*  NT 

livu. 

■=  - 

E-rl 

System* 

Management 

Server 

handl 

BESS 

A  family  of  products, 
built  on  Windows  NT 
Server,  designed  to  work 
together  and  apart,  and 
with  what  you  have. 


•Exchange  can  run  on  systems  from  32MB  on  up  and  support  from  5  to  over  20,000  users  per  server.  Lotus  Notes  r4  for  Windows  NT  Server  doesn't  support  32MB  systems.  Novell  Groupwise  4.1  doesn’t  support  SMP.  ©1996 
Microsoft  Corporation.  All  nghts  reserved.  Microsoft  is  a  registered  trademark  and  BackOffice,  Where  do  you  want  to  go  today?,  and  Windows  NT  are  trademarks  of  Microsoft  Corporation.  All-ln-l  is  a  trademark  of  Digital  Equipment 
Corporation.  cc:Mail  is  a  trademark  of  cc:Mail,  Inc.,  a  wholly  owned  subsidiary  of  Lotus  Development  Corporation.  Lotus  Is  a  registered  trademark  of  Lotus  Development  Corporation.  Novell  is  a  registered  trademark  of  Novell,  Inc. 
PROFS  is  a  registered  trademark  of  International  Business  Machines  Corporation. 


Comparing  Project  Management  Products 


KEY:  #  Very  good  #  Good  Adequate  #  Limited 


iS>°  „vec^  v^\°° 


High  End 


9-* 


o*V* 


cx9. 


xt? 


Primavera  Systems  Inc.:  Primavera  Project  Planner  9 

9 

9 

9 

CSC  Artemis  International:  Artemis  Views  9 

9 

9 

9 

9 

9 

Low  End 

Microsoft  Corp.:  Project  for  Windows  9 

9 

9 

Time  Line  Solutions  Corp.:  Time  Line  9 

• 

9 

9 

9 

IS/AD-Targeted 

ABT:  Project  Workbench  and  Bridge  Modeler  9 

9 

9 

9 

Platinum/Protellicess:  Enterprise  PM  9 

9 

9 

9 

9 

9 

PlanView  Inc.:  PlanView  9 

9 

9 

9 

9 

9 

Integrated  Process  and  Project  Mgmt. 

AGS  Mgmt.  Systems  Inc.:  First  Case  9 

9 

9 

9 

9 

9 

Bachman  Information  Systems  Inc.:  Serveyor  9  9 

grated  solution  is  no  guarantee  that  a 
company  can  make  it  stick.  The  solu¬ 
tion  should  fit  the  direction  of  the  IS 
organization:  If  70  percent  of  upcom¬ 
ing  work  in  a  software  development 
department  will  involve  an  enterprise 
application  packages  such  as  those 
from  PeopleSoft  Inc.  or  SAP  America 
Inc.,  the  right  solution  will  provide  an 
efficient  process  for  package-based 
implementation.  A  methodology  must 
also  support  key  strategic  directions. 
If,  for  example,  the  IS  organization 
plans  to  emphasize  software  reuse  in 
design  and  implementation,  candidate 
methodologies  must  clearly  spell  out 
the  procedures  and  infrastructures 
needed  to  support  reuse.  In  addition, 
management  should  seek  methodolo¬ 
gies  that  have  been  successful  on 
vendor-managed  projects.  If  the  com¬ 
pany  has  previously  tried  a  methodol¬ 
ogy  and  failed,  the  vendor’s  approach 
to  training,  mentoring,  knowledge 
transfer  and  other  support  issues  are 
as  important  as  the  methodology. 

Critical  Success  Factors 

This  sort  of  organizational  change  is 
complex  and  failure-prone.  Critical 
success  factors  include  the  following: 

■  Performance  Incentives:  Perfor¬ 
mance  ratings  should  be  based  in  part 
on  adherence  to  the  methodology. 
That  should  be  clear  to  all,  and  man¬ 
agement  must  follow  through  at  rat¬ 
ing  time  and  in  the  measurement  pro¬ 
cess  that  precedes  the  ratings. 

■  Measurement:  Measurement  is 


needed  for  process  and  for  perfor¬ 
mance.  Process  measurement  is 
aimed  at  changes  in  two  to  six  target¬ 
ed  business  drivers.  If  time  to  market 
is  a  driver,  measurements  are  needed 
for  project  size  and  person-days  re¬ 
quired  to  complete  the  project.  Per¬ 
formance  measurement  involves 
tracking  individuals  for  adherence  to 
the  solution;  such  measurements 
should  be  done  at  various  points  dur¬ 
ing  a  project,  not  just  at  the  end. 

■  Frequent  Milestones:  Methodolo¬ 
gy  implementation  goals  should  be 
scheduled  for  every  three  to  six 
months.  A  small  AD  organization  (30 
to  40  developers)  should  be  able  to 
fully  implement  a  methodology  in 
less  than  a  year  and  thus  enjoy  an 
advantage  over  larger  organizations. 

■  Vendor  Support:  Vendor  support  is 
essential  in  the  first  six  to  12  months 
for  methodology  training,  process- 
management  toolset  support  and  en¬ 
abling  services.  Vendor  services 
should  not  include  AD  project  man¬ 
agement  or  other  application  delivery 
services  unless  the  AD  shop’s  goal  is 
to  acquire  a  project  management  ven¬ 
dor  as  well  as  a  methodology. 

Methodology  is  taken  quite  seri¬ 
ously  by  the  Big  Six  and  other  large 
systems  integrators:  They  have 
large  staffs  to  maintain  a  company’s 
methodology,  propose  and  monitor 
improvements,  and  support  project 
managers  in  its  use.  Purchasers  of 
Big  Six  methodologies  that  do  not 
use  a  similar  approach  will  likely  fail 


in  implementation.  Without  dedicated 
in-house  support,  few  if  any  users  will 
be  able  to  make  sense  out  of  the  typi¬ 
cal  Big  Six  methodology.  A  Big  Six 
methodology  support  model  should 
be  structured  to  include  these  three 
distinct  classes  of  participants: 

■  Methodologist:  Knows  the  method¬ 
ology,  collects  feedback  on  it  and 
maintains  it.  Consults  with  project 
managers  to  develop  customized  proj¬ 
ect  plans. 

■  Project  manager:  Works  with  the 
methodologist  to  tailor  its  use  to  spe¬ 
cific  project  requirements. 

■  Developer/participant:  Knows  the 
techniques  and  procedures  to  execute 
assigned  tasks. 

No  Surrender 

Rather  than  surrender  to  a  develop¬ 
ment  crisis,  IS  management  can  take 
the  initiative.  Integrated  solutions  of¬ 
fering  a  path  to  predictability  and  pro¬ 
cess  improvement  across  the  AD 
function  can  provide  the  reinforce¬ 
ments  necessary  to  relieve  the  siege 
mentality  endemic  in  many  AD  orga¬ 
nizations.  Combining  methodologies 
with  management  technologies  em¬ 
phasizing  workflow,  collaboration, 
scheduling  engines  and  better  inte¬ 
gration  with  desktop  applications  of¬ 
fers  a  cost-effective  solution  to  AD 
woes.  BSl 


Research  Directors  Brendan  Conway 
and  Richard  Hunter  can  be  reached  at 
INQUIRY  @Gartner.com 
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Did  you  know  that  one  of  the  top  names  in 
systems  support  also  provides  systems  integration? 


Maintech  offers  the  technical  expertise  to  design, 
configure,  install  and  support  your  network  environment. 


25  years  has  taught  us,  you  can’t  separate  the 
system  from  the  network.  Maintech’s  understanding  of 
system  design  evolution  from  mainframe  through  mini 
to  desktop  provides  us  with  a  unique  perspective  on 
business  computing  services. 

Our  clients  rely  on  us  for  project  management, 
LAN/WAN  design,  product  implementation,  asset  man¬ 
agement  and  support  services.  Whether  you  are  run¬ 
ning  UNIX®,  Windows  NT  or  Novell™,  Maintech  will  help 
you  determine  the  most  appropriate,  cost  effective 
solution  for  your  integration  and  support  needs. 


Experience — We’ve  supported  high  performance 
applications  since  1971. 

Resources — We’re  backed  by  the  billion  dollar 
strength  of  Volt  Information  Sciences,  Inc. 

References — Check  the  Fortune  500. 

So  who’s  the  one  to  call  when  your  multi-vendor,  multi¬ 
technology  environment  doesn’t  configure? 

MAINTECH 

A  DIVISION  OF  VOLT  DELTA  RESOURCES,  INC. 

Systems  Support  End  to  End 

1  800  426-TECH 


the  rest  of  management 


Ax  C  you  a  little  paranoid? 

Or  do  you  sense  a  lingering  perception?  That  you  care  too  much  about  chips  and  LANs  and 
GUIs,  and  not  enough  about  margins,  production  goals  and  deliverables? 

It’s  simply  not  fair. 

Because  in  reality,  you  don’t  have  time  to  care  about  either. 

You’re  too  busy  dealing  with  that  patchwork  of  an  infrastructure  you  inherited. 
With  its  daily  crises.  Its  incomprehensible  customizations.  And  the  constant  search  for 
band-aids  that  will,  at  the  very  least,  keep  it  up  and  running. 

We  think  it’s  a  pretty  safe  bet  that  you’d  rather  develop  IS  strategies  to  improve 
margins  and  meet  deliverables. 

Something  you’d  actually  have  time  to  do  if  your  company  were  using  SAP 
business  process  software. 

SAP  software  is  an  interconnected  suite  of  applications  that  links  your  entire 
organization  together.  Across  systems,  across  sites  and  across  departments. 

Its  various  modules  automate  the  processes  that  are  basic  to  the  business  of  running 
a  business.  From  financials  to  production  to  sales  and  distribution,  and  more. 

Information  is  entered  once  and  only  once,  then  dispersed  to  everyone  who  needs 
it.  Seamlessly.  Immediately.  So  people  are  able  to  act  faster  and  more  efficiently. 
Improve  customer  service.  And  make  better  decisions,  using  accurate,  consistent, 
real-time  information. 

They  won’t  complain  about  the  windows-based,  point-and-click  GUI,  either. 

But  enough  about  them.  What  about  you? 

With  SAP  software,  there  are  no  inter-module  interfaces  to  write.  And  it  runs  on 
nearly  every  major  hardware  and  software  platform,  including  Windows  NT,  AS/400 
and  different  flavors  of  UNIX. 

Links  to  most  of  your  existing  databases  and  applications,  like  those  from  Oracle, 
Informix  and  Microsoft,  are  automatic.  The  same  linkage  technology  makes  snapping 
point  solutions  into  place  easier  than  ever.  And  fully  compatible  EDI,  Internet  and 
intranet  solutions  are  also  available. 

In  short,  your  company  will  work  the  way  you’ve  always  wanted  it  to  work.  And 
the  rest  of  management  won’t  be  disappointed,  either. 

Already,  more  than  6,000  organizations  in  50  countries  are  using  SAP  software. 
From  single-site  companies  with  $50  million  in  annual  sales  to  multi-billion, 
multi-national,  multi-currency,  multi-lingual  conglomerates. 

You  can  start  with  one  or  two  modules.  Add  others  over  time.  Or  install  the 
whole  suite  at  once.  True,  it’s  riot  a  weekend  project  for  interns.  But  nearly  80%  of  all 
installations  are  completed  in  less  than  a  year. 

Certain  executives’ -perceptions  may  change  even  faster. 


To  find  out  how  SAP  software  can  help  your  company  work  the  way 
you've  always  wanted  it  to  work,  call  1-800-283-1SAP. 

Or  visit  us  at  http://www.sap.com. 


Business  Process 
Software 
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STATE  OF  THE  ART 


Getting  There  from  Here 


New  technologies 
transfer  information 
seamlessly  back  and 
forth  between  paper 
and  digital  formats 

BY  JOHN  EDWARDS 


CIOs  often  find  themselves 
straddling  the  gap  between 
the  paper  and  digital  worlds: 
Despite  oft-referenced  pre¬ 
dictions  of  the  paperless  of¬ 
fice  nirvana,  companies  still  shuttle 
around  much  of  their  critical  infor¬ 
mation  on  reams  of  pulp  product. 

Finding  a  fast  and  cheap  way  of 
getting  paper-based  information  into 
computers  and,  later,  back  onto  pa¬ 
per  has  been  the  goal  of  a  generation 
of  IT  managers.  But  rapidly  evolving 
technology  is  finally  helping  infor¬ 
mation  travel  seamlessly  between 
the  two  formats. 

Printing  it  Out 

One  way  organizations  are  getting 
computers  and  paper  to  work  togeth¬ 
er  more  efficiently  is  through  a  new 
business  model  called  “distribute 
and  print.”  Distribute  and  print  in¬ 
verts  the  practice  of  printing  and 


copying  documents  at  a  central  loca¬ 
tion  for  distribution  by  interoffice 
mail,  the  Postal  Service  or  an 
overnight  carrier.  With  distribute 
and  print,  an  organization  disperses 
information  electronically  and  prints 
locally,  usually  at  a  printer  located  at 
the  recipient’s  workstation  or  work¬ 
group.  The  model  promises  to  all  but 
replace  an  organization’s  printing  and 
copying  center  as  well  as  significant¬ 
ly  cut  postal  and  other  distribution 
expenses. 

“Distribute  and  print  can  be  a 
much  cheaper  and  simpler  process 
than  the  traditional  publishing  mod¬ 
el,”  says  Carolyn  Ticknor,  vice  presi¬ 
dent  and  general  manager  of  Hewlett- 
Packard  Co.’s  LaserJet  Solutions 
Group,  based  in  Boise,  Idaho.  “When 
you  take  into  account  postal  fees  and 
overnight  express  charges,  it’s  al¬ 
most  always  cheaper  to  send  out  the 
information  electronically  and  print 
locally,”  she  says.  Ticknor  notes  that 
for  senders,  distribute  and  print  can 
shorten  a  cumbersome  production 
process  into  a  single  step.  “Under 
the  old  method,  you  would  output 
the  document  on  your  printer,  bring 
it  down  to  the  glass  room  to  run  it 
through  the  copier,  and  then  you 
would  give  it  to  your  assistant  to 
mail.  With  distribute  and  print,  docu¬ 
ments  can  be  sent  with  only  a  few 
keystrokes.” 

The  greatest  benefit  of  distribute 
and  print  is  the  timely  delivery  of  in¬ 
formation — “just  in  time”  printing, 
as  many  call  it,  says  John  Goetz,  di¬ 
rector  of  the  imaging  technology 
service  in  the  Santa  Clara,  Calif.,  of¬ 
fice  of  Giga  Information  Group  Inc., 
a  technology  research  company.  He 
notes  that  information  sent  electron¬ 
ically  for  printing  at  a  remote  site 
can  arrive  anywhere  from  hours  to 
days  ahead  of  printed  materials.  “If 
one  needs  to  quickly  get  printed  doc¬ 
uments  into  the  hands  of  a  group  of 
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users,  distribute  and  print  can  be  an 
effective  way  of  doing  so,”  he  says. 

Although  distribute  and  print  can 
get  high-quality  information  into 
users’  hands  quickly,  the  model  isn’t 
always  as  cost-effective  or  efficient 
as  many  of  its  advocates  would  like 
people  to  believe.  “With  distribute 
and  print,  you  sometimes  see  print 
volumes  actually,  increase,”  says 
Goetz,  who  explains  that  recipients 
typically  print  and  discard  several 
copies  of  computer-stored  docu¬ 
ments  during  the  information’s  use¬ 
ful  life  span.  “People  don’t  safeguard 
locally  printed  documents  as  careful¬ 
ly  as  printed  information  that’s  hand¬ 
ed  to  them,”  he  observes.  “Users 
generally  don’t  think  twice  about 
printing  out  a  document,  discarding 
it  and  then  printing  it  again  when  the 
need  arises.” 

Printing  on  low-end  workstation 
and  workgroup  printers  and  copiers, 
as  opposed  to  more  efficient  high- 
volume  publishing  units,  can  also 
drive  up  costs,  says  Goetz.  “An  orga¬ 
nization  that  currently  pays  1.5  to  2 
cents  per  page  for  documents  gener¬ 
ated  on  a  high-speed  copier  or  print¬ 
er  can  find  itself  paying  10  to  15 
cents  per  page  for  documents  print¬ 
ed  on  individual  users’  ink-jet  print¬ 
ers,”  he  explains.  “It’s  a  cost  factor 
that  anyone  considering  distribute 
and  print  will  want  to  think  about.” 

The  model  is  best  suited  for  use 
with  smaller  documents  that  individ¬ 
ual  users  can  print  within  a  reason¬ 
able  span  of  time.  “There  will  always 
be  a  place  for  glass  room  printing 
applications — 100-plus-page  user 
manuals,  for  example,”  says  HP’s 
Ticknor.  “But  the  majority  of  infor¬ 
mation  comes  in  the  form  of  letters, 
memos  and  reports,  which  are  ideal 
for  distribute  and  print.” 

Although  the  distribute-and-print 
model  can  be  used  with  a  wide  array 
of  word  processing  and  desktop  pub¬ 
lishing  applications,  many  organiza¬ 
tions  prefer  to  work  with  a  docu¬ 
ment  publishing  program.  Material 
printed  at  a  remote  location  with 
such  programs  as  Adobe  Systems 
Inc.’s  Acrobat,  Common  Ground  Soft¬ 
ware  Inc.’s  Common  Ground  or 


Novell  Inc.’s  Envoy  can  retain  most 
or  all  of  the  original  document’s 
look,  including  its  layout,  typefaces 
and  graphics. 


“It  takes  a  lot  less  time 
to  scan  a  document 
and  send  it  to 
a  distribution  list  of 
20  people  than  to 
copy  it  20  times 
and  send  it  out 
by  interoffice  mail.” 

-Judy  Kirkpatrick 


The  platform  independence  of¬ 
fered  by  document  publishing  pro¬ 
grams  makes  such  applications  well- 
suited  to  the  distribute-and-print 


Advantages 

■  Lower  postage  costs 

■  Shortened  document 
production  process 

■  Nearly  instantaneous  docu¬ 
ment  delivery 

■  Better  quality  than  faxed  or 
photocopied  documents 


model,  says  Judy  Kirkpatrick,  mar¬ 
ket  development  manager  at  Adobe. 
“With  Acrobat,  users  can  choose  to 
send  their  documents  through  on¬ 
line  services,  via  CD-ROM  or  across 
the  Internet  or  World  Wide  Web 
without  worrying  about  whether  the 
computer  on  the  other  end  is  using  a 
PC,  a  Macintosh,  a  Unix  workstation 
or  whatever.” 

Putting  it  In 

While  distribute  and  print  can  help 
companies  streamline  document  dis¬ 
tribution,  many  organizations  are 


still  struggling  to  cope  with  another 
nagging  problem:  transferring  print¬ 
ed  information  from  paper  into  a 
computer-usable  form. 

Most  companies  currently  use  op¬ 
tical  character  recognition  (OCR) 
scanners  to  convert  their  paper  assets 
into  a  format  that  can  be  archived, 
shared  by  network  users  and  then 
printed  locally.  However,  this  com¬ 
mon  technology  has  been  hampered 
by  a  couple  of  major  drawbacks — 
scanning  inaccuracy  and  the  inability 
to  preserve  the  document’s  original 
format. 

One  solution  to  this  dilemma  is  of¬ 
fered  by  Adobe’s  Acrobat  Capture 
software.  An  add-on  to  Adobe’s  Ac¬ 
robat  document  publishing  program, 
Acrobat  Capture  is  designed  to  help 
users  transform  everyday  business 
and  legacy  documents  into  editable, 
searchable  files  that  closely  resem¬ 
ble  the  original  printed  page  when 
displayed  or  printed. 

After  a  document  page  has  been 
scanned,  Acrobat  Capture  breaks  the 


information  into  core  components, 
including  text,  graphics  and  fonts, 
for  processing.  The  program  accom¬ 
modates  lower-quality  documents, 
such  as  those  degraded  by  faxing  or 
rough  handling,  by  displaying  best- 
guessed  “suspect”  words  as 
bitmapped  images.  If  users  want 
to  approve  or  correct  suspect  words, 
change  fonts  or  perform  minor  edits, 
they  can  save  files  intermediately  to 
an  Acrobat  Capture  Document  (ACD) 
format.  Once  the  editing  is  complet¬ 
ed,  Acrobat  Capture  can  output  for¬ 
matted  text  to  a  variety  of  Windows 


Distribute  and  Print 


Disadvantages 

■  Potentially  higher  printing 
costs 

■  Not  practical  for  larger 
documents 

■  Compatible  software 
required  to  retain 
document’s  original  look 
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Can  we  get  better  financial  reports? 


Can  it  help  streamline  our  accounting? 


Can  I  get  home  in  time  for  dinner? 

Can  I  get  it  now? 


Hyperion  Software  offers  the  most  “can  do”  financial 
management  solutions-accounting,  budgeting,  reporting 
and  analysis.  Applications  engineered  to  come  together 
on  command-in  one  place  and  in  one  easy 
to  understand  format. 

Information  is  centralized,  stored  safely  and  securely. 
With  Hyperion’s  enterprise  solutions,  users  can  easily 
access  and  share  a  common  set  of  financial  information 
to  achieve  a  deeper  understanding  of  the  business. 

Interpret  what  is  happening  at  every  level  of  the 
organization.  For  a  global  view  of  information,  get  on-line 
summary  balances.  Or  get  up  close  and  focus  on  a 
single  entry,  look  at  individual  transactions,  or  highlight 
important  exceptions. 

Obtain  consistent  and  timely  financial  information 
through  powerful  and  dynamic  reporting  capabilities. 

You  can  streamline  your  reporting  process- dramatically 
cutting  reporting  time.  And  handle  high-volume  financial 
reporting  requirements  in  a  completely  graphical 
environment. 

More  than  2,500  companies  are  working  and 
winning  with  Hyperion  Software  right  now.  A  strong, 
proven  record  of  financial  applications  expertise  has 
earned  us  credibility  and  valued  relationships  with 
CFOs,  Corporate  Controllers,  CIOs,  and  their  staffs. 

Can  Hyperion  Software  do  all  this  and  get  you  home 
in  time  for  dinner?  YES.  Call  us  to  find  out  how.  Or  send 
your  own  questions  to  info@hysoft.com. 


1-800-286-8000 

http://www.hysoft.com 


Hyperion 

J  isof  tware 


or  Macintosh  word  processing  for¬ 
mats  or  to  ASCII  or  rich  text  format 
(RTF).  For  best  results,  Acrobat 
Capture  produces  an  Acrobat  PDF 
file  that  is  an  exact  electronic  ver¬ 
sion  of  the  paper  document  and  can 
be  transmitted,  displayed  and  print¬ 
ed  on  most  major  computer  plat¬ 
forms,  including  PCs,  Macintoshes 
and  Unix  workstations. 

Customers  are  using  Acrobat  Cap¬ 
ture  technology  for  a  variety  of  tasks, 
such  as  making  archival  materials 
readily  available  to  networked  em¬ 
ployees  and  business  partners,  stor¬ 
ing  annotated  documents,  inputting 
customer  orders  and  entering  com¬ 
petitors’  sales  information.  Adobe  is 
using  the  technology  to  monitor 
press  clippings  about  itself.  “Any 
newspaper  or  magazine  article  that 
mentions  us  gets  scanned  in  and  dis¬ 
tributed  on  demand  as  an  e-mail  at¬ 
tachment,”  Kirkpatrick  says.  “We 
find  that  it  cuts  down  on  paper  and  is 
very  efficient.  It  takes  a  lot  less  time 
to  scan  a  document  and  send  it  to  a 
distribution  list  of  20  people  than  to 


Advantages 

■  Lower  paper,  distribution 
and  document  storage  costs 

■  Rapid  document  availability 
with  original  look 


copy  it  20  times  and  send  it  out  by 
interoffice  mail.” 

The  $895  Windows-based  product 
requires  at  least  16MB  of  RAM.  Ac¬ 
robat  Capture  supports  virtually  all 
Windows-based  flatbed  scanners,  ei¬ 
ther  through  the  industry-standard 
Twain  driver  or  through  the  soft¬ 
ware’s  Isis  drivers.  Since  Isis  is 
specifically  designed  to  handle  batch 
processing,  it  offers  better  support 
for  users  with  stacked  scanners. 

HP’s  Ticknor  sees  OCR  scanners 
playing  an  increasingly  important 
role  in  the  future.  She  describes 
scanners  as  “an  onramp  to  the  net¬ 
work,”  adding  that  the  business  use 


of  scanners  is  still  in  its  infancy.  “In 
the  years  ahead,  scanners  will  be¬ 
come  commonplace  network  periph- 


Information  sent 
electronically  for 
printing  at  a  remote 
site  can  arrive 
anywhere  from  hours  to 
days  ahead  of  printed 
materials. 


erals,”  she  predicts.  “Users  will  rou¬ 
tinely  turn  their  paper  documents 
into  digital  information  and  send 
them  across  the  network.” 

Moving  it  Around 

Incoming  fax  documents  are  another 
example  of  how  organizations  are 
looking  for  ways  of  inputting  paper- 


Disadvantages 

■  Requires  scanner 

■  Less-than-perfect  scanner 
accuracy 

■  Special  software  required 


oriented  data  to  save  time  and  in¬ 
crease  efficiency.  But  here,  too,  sub¬ 
stantial  progress  is  being  made  in 
accuracy  and  ease  of  use. 

While  it’s  easy  for  any  computer 
to  intercept  a  fax  as  a  bitmapped  im¬ 
age  that  can  be  printed  either  locally 
or  remotely,  it’s  far  more  difficult  to 
convert  a  fax  image  into  a  computer- 
usable  form.  Although  a  variety  of 
off-the-shelf  fax  programs  offer 
users  the  ability  to  transform  fax  da¬ 
ta  into  computer  data,  the  perfor¬ 
mance  and  throughput  of  such  appli¬ 
cations  usually  don’t  meet  the  needs 
of  high-volume  users. 

High-volume  fax  recipients  often 


turn  to  an  outside  provider  to  help 
them  deal  with  incoming  documents. 
Spotting  this  trend,  AT&T  Corp.  re¬ 
cently  introduced  a  fax-to-data  ser¬ 
vice  that  automatically  converts  in¬ 
coming  faxes  into  computer  data  for 
delivery  into  e-mail,  EDI  and  other 
messaging  formats.  The  service  is 
being  targeted  to  organizations  that 
handle  high  volumes  of  incoming 
warranty  registrations,  purchase  or¬ 
ders,  order  entries  and  other  forms- 
oriented  documents. 

The  service  uses  a  variety  of 
technologies  to  convert  the  informa¬ 
tion.  OCR  extracts  typed  or  hand¬ 
written  information;  intelligent  char¬ 
acter  recognition  (ICR)  verifies  the 
extracted  material  by  comparing  it 
with  customer-supplied  information 
contained  in  a  database;  and  optical 
mark  recognition  (OMR)  identifies 
fields  not  covered  by  OCR,  such  as 
filled-in  circles  and  check  marks. 
Users  can  also  have  human  opera¬ 
tors  review  the  converted  data  for 
accuracy. 

Many  businesses  set  themselves 
up  for  OCR  problems  by  failing  to 
take  control  of  the  input  process  and 
enhance  the  accuracy  of  the  tech¬ 
nology,  says  Mitch  Kosofsky,  a 
marketing  manager  for  AT&T’s 
EasyCommerce  Services.  “There 
are  certain  technologies  that  can  be 
designed  into  a  form,  such  as  ‘fill-in- 
the-dot,’  that  lend  themselves  to  a 
very  high  degree  of  accuracy.  If  you 
want  to  reduce  manual  intervention, 
it’s  always  better  to  use  forms  with 
spaces  for  dots  or  check  marks 
rather  than  words  or  numbers,”  he 
says.  Kosofsky  notes  that  carefully 
designed  forms  can  boost  accuracy 
rates  from  about  75  percent  to  over 
99  percent. 

“In  this  day  and  age,  paper-orient¬ 
ed  information  is  something  most 
companies  would  rather  do  with¬ 
out,”  says  Kosofsky.  “But  since  it’s 
unavoidable,  it’s  important  that  you 
think  and  plan  ahead.”  BQ 


John  Edwards  is  a  freelance  writer 
based  in  Mt.  Laurel,  N.J.  He  can  be 
reached  by  e-mail  at  70007. 412@ 
compuserve.com. 
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FYI 


Do-it-Yourself 

Outsourcing 


Some  people  think  outsourc¬ 
ing  vendors  achieve  savings 
through  economies  of  scale, 
but  at  least  50  percent  of  the  cost 
reduction  comes  from  the  use  of 
sophisticated  tools  that  control  the 
costs  of  IT  infrastructure — equip¬ 
ment,  software,  people,  contracts 
and  facilities,  according  to  Peter 
Bendor-Samuel,  president  and 
CEO  of  Everest  Software  Corp.  in 
Dallas.  As  a  result,  Everest  Soft¬ 
ware  has  released  a  suite  of  out¬ 
sourcing  management  tools  that 
helps  companies  derive 
the  cost  savings  of 
outsourcing  without 
.  having  to  sign  any 

contracts. 

These  desktop 
tools  will  give 
users  the  ability  to 
understand  and 
curb  their  infra¬ 
structure  costs  and 
will  save  them  be¬ 
tween  20  and  40 
percent  of  their  data  processing 
costs,  according  to  the  company. 
For  those  considering  outsourcing 
primarily  for  the  savings,  Everest’s 
tools  may  be  the  alternative  they 
need.  For  others  that  chose  to  out¬ 
source  anyway  or  that  have  already 
signed  a  contract,  the  software  can 
help  track  costs  and  invoices  from 
the  vendor  and  allocate  costs  to  de¬ 
partments.  It  will  also  keep  track  of 
service-level  agreements — uptime, 
response  time  and  the  like — to  help 
hold  the  vendor  accountable. 

The  software  is  compatible  with 
Microsoft  Corp.’s  Windows  NT 
and  Windows  95  and  ships  with  a 
Borland  International  Inc.  data¬ 
base.  It  is  priced  at  $8,000  per  user 
seat  and  can  accommodate  up  to 
100  users.  Modules  of  the  suite, 
such  as  Chargeback  and  Budget 
Management,  are  available  individ¬ 
ually.  To  contact  Everest  Software, 
call  214  437-7634. 


Easy  OLAP 


Think  of  it  as  a  convenience 
store  for  data  warehouse  in¬ 
formation.  DSS  Web,  a  new 
application  announced  by  Micro- 
Strategy  Inc.  in  Vienna,  Va.,  en¬ 
ables  users  to  conduct  online  ana¬ 
lytical  processing  (OLAP)  via  the 
World  Wide  Web.  Using  DSS 
Web,  Internet  browsers  can  easi¬ 
ly  access  statistics,  reports, 
graphics  and  other  valuable  data 
warehouse  information. 

Through  integration  with  Mi- 
croStrategy’s  DSS  Server,  DSS  Web  allows 
Internet  users  to  perform  advanced  OLAP 
analyses  against  worldwide  data  warehous¬ 
es.  Penetration,  contribution,  quarterly 
comparisons  and  other  calculations  are  ac¬ 
cessible  through  DSS  Web,  which  also  pro¬ 
vides  ad  hoc  autoprompting  and  drill-down 
capabilities,  complete  with  presentation- 
quality  charts  and  graphs. 

DSS  Web  gives  companies  the  ability  to 
offer  decision-support  services  to  employ¬ 
ees,  investors,  suppliers  and  customers,  no 
matter  where  they  are  located.  Because  the 
system  is  server-based,  users  assume  no 
deployment  or  maintenance  responsibilities. 

DSS  Server’s  relational  OLAP  engine 
provides  access  to  various  databases, 


such  as  Oracle,  Informix,  DB2, 

Sybase,  Red  Brick,  Teradata  and  Non-Stop 
SQL.  DSS  Web  can  be  reached  through 
such  browsers  as  Netscape,  Spyglass  Mo¬ 
saic,  Internet  Explorer,  CompuServe  and 
Prodigy,  as  well  as  through  the  Netscape 
Communication  and  Commerce  server, 
Website  and  IIS  Web  Servers. 

DSS  Web  is  available  from  MicroStrategy 
and  affiliated  distributors.  Pricing  for  a 
package  that  includes  DSS  Web  and  DSS 
Server  starts  at  $50,000  and  varies  with 
concurrent  user  levels. 

For  more  information,  call  703  848-8600, 
send  e-mail  to  info@strategy.com  or  visit 
MicroStrategy’s  Web  site  at  http://www 
.strategy.com. 


Forget-Me-Naught 


You’ve  bought  a  new,  mega-memory  laptop  for  the  road  and  you’re  running  a  space-eating 
program,  and  now  it’s  time  to  back  up  your  data.  What  do  you  do?  Well,  you  can  amass  a 
bunch  of  individual  disks — several  just  for  an  operating  system  such  as  Windows  95 — or 
you  can  use  a  single-cartridge  Backpack  800TD  backup  drive  from  Micro  Solutions  Inc.  of 
Dekalb,  Ill. 

Using  Travan  TR-1  tapes,  Backpack  800TD  stores  up  to  800MB  of  data — the  equivalent 

of  approximately  600  floppy  disks — 
on  a  single,  integrated  backup 
drive.  Designed  exclusively  for  par¬ 
allel-port  attachment,  Backpack 
800TD  eliminates  the  components 
that  were  previously  required  to 
adapt  an  internal-mount  drive  for 
external  use.  A  user  simply  plugs 
the  unit  into  the  parallel  port  of  a 
computer  and  it’s  ready  to  go. 
Users  can  work  at  their  computers  while  the  device  is  operating. 

Backpack  800TD  is  lightweight  and  compatible  with  both  portable  and  desktop  comput¬ 
ers.  Priced  at  $149.95,  it  includes  backup  software  for  Windows  and  DOS,  a  printer  pass¬ 
through  port  and  a  two-year  warranty.  Call  Micro  Solutions  at  800  890-7227. 
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wards 


Honoring  Business  Achievement 
Through  The  Innovative  Use 
Of  Information  Technology 


Sponsored  by  CIO  Communications,  Inc. 


The  Enterprise  Value  Awards 

Honoring  Business  Achievement  Through 
The  Innovative  Use  Of  Information  Technology 


Sponsored  by 
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CRITERIA 


Winners  will  be  chosen  by  a  panel  of  independent 
judges  from  among  entrants  who  have  submitted 
completed  application  forms  to  CIO  by  July  1,  1996. 
Entries  will  be  judged  on  the  following  criteria: 

■  The  extent  to  which  the  system  adds  business  value 
in  furthering  the  organization’s  strategic  objectives 
■  The  measurable  financial  return  the  system  pro¬ 
vides  to  the  organization 

■  The  extent  to  which  IT  was  key  to  achieving  the 
overall  business  solution — the  “couldn’t  have  done 
it  without  technology”  factor 
■  The  quality  of  collaboration  between  the  business 
unit  and  IS  organization  that  is  achieved  throughout 
the  course  of  the  project 

Each  finalist  will  be  subject  to  an  in-depth  analysis  of 
the  nominated  system  (to  be  performed  by  CIO  or  its 
agents).  This  analysis,  which  may  require  a  site  visit, 
will  be  based  on  interviews  with  sponsoring  execu¬ 
tives  and  system  users  and  will  be  designed  to  sub¬ 
stantiate  all  claimed  benefits.  Notification  of  winners 
will  occur  in  October  1996.  CIO  reserves  the  right  to 
publish  relevant  cost  and  savings  figures  that  establish 
the  claimed  ROI  of  the  system;  the  willingness  to  di¬ 
vulge  this  information  for  publication  is  a  condition  of 
entry. 


We  invite  applicants  to  consider  the  broadest  pos¬ 
sible  spectrum  of  enterprise  value.  The  follow¬ 
ing  list  of  IT-enabled  benefits  is  intended  to  help  guide 
applicants’  thinking: 

■  new,  innovative  and  more  productive  ways  of  doing 
business; 

■  revamped  organizational  structures  or  styles  of  per¬ 
forming  the  work  of  the  enterprise; 

■  the  ability  of  the  enterprise  to  enter  a  new  market; 

■  successful  global  operation  or  expansion; 


■  transformation  of  the  way  the  enterprise  competes 
within  its  customary  market  or  of  the  terms  of  com¬ 
petition  within  the  market; 

■  improvement  of  the  enterprise’s  relationships  with 
its  external  customers; 

■  improvement  of  the  enterprise’s  relationships  with 
its  own  employees  or  among  its  functions  (such  as 
marketing,  finance  or  human  resources); 

■  the  ability  of  the  enterprise  to  compete  more  effec¬ 
tively  by  adding  to  the  sum  of  its  available  knowl¬ 
edge  assets; 

■  leaner  and  more  economical  operations. 


ENTRY  G  U 

1  D 

E 

L  1 

N  E  S 

■  The  system  must  have  been  operational  prior  to 
July  1,  1994. 

■  Entrants  must  agree  to  be  featured,  along  with  their 
systems  and  organizations,  in  a  CIO  article. 

■  Entries  must  be  complete. 

■  Entries  must  be  on  8.5-by-ll-inch  paper,  one  side 
per  sheet. 

■  The  application  form  may  be  reproduced. 

■  Multiple  entries  from  one  company  will  be  consid¬ 
ered,  but  each  entry  must  be  submitted  separately. 

■  Entries  must  be  made  jointly  by  the  IS  executive 
AND  the  business  sponsor  for  whom  the  system 
delivers  value. 

■  IT  vendors,  public  relations  and  advertising  compa¬ 
nies,  consultants  and  other  third  parties  may  NOT  ap¬ 
ply  on  behalf  of  another  company.  They  are  encour¬ 
aged  to  forward  this  form  to  the  “owner”  of  the 
system,  or  to  contact  CIO  Communications  to  recom¬ 
mend  that  an  application  form  be  sent  to  the  client. 

■  All  entries  must  be  computer  generated  or  typed;  no 
handwritten  entries  will  be  accepted. 

■  When  feasible,  an  additional  copy  of  the  entry  should 
be  sent  on  a  3l/2  -inch  disk.  Electronic  entries  must  be 
limited  to  word-processing  and  spreadsheet  packages 
that  are  compatible  with  Microsoft  Word  and  Mi¬ 
crosoft  Excel  on  a  Windows  or  Macintosh  platform. 


D  E  F  I  N 


N  G  VALUE 


Honor.  Recognition.  Prestige. 

The  value  of  IT.  It’s  real.  You  know  it,  and  you’ve 
proved  it.  Your  organization  is  actually  realizing 
business  value  and  hard-dollar  benefits  from  IT 
investments.  And  although  the  payback  is  its  own 
reward,  the  CIO  Enterprise  Value  Award  will 
bring  you,  your  company  and  your  IT  organiza¬ 
tion  the  industry  recognition  you  all  deserve! 

Positioning  IT  as  a  Business 
Asset 

Yet  the  CIO  Enterprise  Value  Award  goes  beyond 
recognition.  It  is  an  opportunity  to  provide  hard, 
tangible  facts  about  ROI  from  information  technol¬ 
ogy  to  the  business  community  at  large.  It  is  an  op¬ 
portunity  to  demonstrate  how  partnering  between 
business  and  technology  executives  can  lead  to  the 
achievement  of  strategic  objectives.  By  communi¬ 
cating  the  payback,  CIO  hopes  to  encourage  other 
businesses  to  invest  wisely  in  IT  to  ensure  their 
survival  in  a  fiercely  competitive  global  market. 

DO  YOU  QUALIFY  FOR  AN  ENTER¬ 
PRISE  Value  Award?  Four  crite¬ 
ria  are  essential: 

1 .  A  return  of  value  to  the  enterprise  (see 
“Defining  Value”  within  this  application) 

2.  A  measurable  financial  return  attributable  to 
the  system 


3.  The  pervasiveness  of  information  technology 
— in  other  words,  the  strategic  objective  could 
not  have  been  met  without  IT’s  contribution 

4.  Collaboration  between  an  IT  and  business 
executive 

If  your  innovative  solution  meets  the  above  crite¬ 
ria,  please  fill  out  this  Enterprise  Value  Awards 
application  form.  The  Feb.  1, 1997,  issue  of  CIO 
will  feature  profiles  of  the  winning  organizations 
and  the  executives  who  have  proved  that  their 
strategic  technology  investments  have  had  a  pos¬ 
itive  and  sustained  impact  on  enterprise  value. 

In  February  1997,  CIO  will  host  a  special  awards 
ceremony  honoring  the  Enterprise  Value  Award 
winners  at  the  annual  CIO  Enterprise  Value  Re¬ 
treat. 

For  more  information,  please  contact  Lisa  Kerber 
at (508) 935-4449. 


Enterprise  Value  Awards  Timeline 


Application  Due:  July  1,  1996 

Judges  Select  Winners:  October  1996 

Winners  Announced:  October  1996 

Awards  Ceremony:  Feb.  2-5,  1997 
at  the  CIO  Enterprise  Value  Retreat 


SCULPTURE  BY  DAVID  SHAPIRO;  PHOTO  BY  RALPH  MERCER 


1.  Company/Business  Unit 

▲  NAME  OF  PARENT  COMPANY 

CITY,  STATE  WHERE  HEADQUARTERS  ARE  LOCATED 

PUBLICLY  OR  PRIVATELY  HELD? 

ANNUAL  REVENUES 

INDUSTRY 

NAME  OF  BUSINESS  UNIT  OR  ORGANIZATION 

CITY,  STATE  WHERE  LOCATED 

NUMBER  OF  EMPLOYEES  AT  BUSINESS  UNIT 


2.  Entrants 

-A. 

▲  NAME  OF  ENTERING  I.S.  EXECUTIVE 

TITLE 

NAME  OF  DIVISION,  DEPARTMENT  OR  UNIT 

ADDRESS 

CITY 

STATE  ZIP 

(  ) (  ) 

TELEPHONE  FAX 


B.  

▲  NAME  OF  ENTERING  BUSINESS-UNIT  EXECUTIVE 

TITLE 

NAME  OF  DIVISION,  DEPARTMENT  OR  UNIT 

ADDRESS 

CITY 

STATE  ZIP 

(  ) _ (  ) _ 

TELEPHONE  FAX 


3.  Supporters 

Please  list  four  people  who  are  willing  to  be  interviewed 
with  regard  to  the  system,  its  development,  its  use  and  the 
value  returned.  At  least  one  should  be  a  member  of  the 
technology  team  that  developed  the  system  and  should 
have  played  a  significant  role.  At  least  one  should  be  a  pri¬ 
mary  user  from  the  sponsoring  business  unit.  The  other 
two  may  be  from  either  organization  or  represent  suppliers, 
customers  or  others  intimately  familiar  with  the  system. 

A. 

▲  NAME 


TITLE 

(  ) (  ) 

TELEPHONE  FAX 


REASON  FOR  INCLUSION 


B. 

▲  NAME 


TITLE 

(  ) (  .  ) 

TELEPHONE  FAX 


REASON  FOR  INCLUSION 


C. 

▲  NAME 


TITLE 

(  ) 

( 

) 

TELEPHONE 

FAX 

REASON  FOR  INCLUSION 

D. 

▲  NAME 

TITLE 

(  ) 

( 

) 

TELEPHONE 

FAX 

REASON  FOR  INCLUSION 


Mail  to: 

Deadline:  enterprise  value  awards 

CIO  Communications,  Inc. 
July  1,  1996  492  Old  Connecticut  Path 

P.O.  BOX  9208 

Framingham,  MA  01701-9208 


4.  The  Nominated  Organization 

Please  tell  us  about  your  organization  (company,  business 
unit,  agency)  in  500  words  or  less.  Include  information  on: 

■  when  the  organization  was  founded; 

■  mission  statement; 

■  major  products  and  services; 

■  markets  served; 

■  any  other  data  you  believe  to  be  relevant  in  terms  of 
general  background. 

5.  The  Nominated  System 

Tell  us  about  the  nominated  system  and  demonstrate  its 
importance  to  the  organization  by  completing  the  following 
sections.  Please  limit  your  material  to  two  pages. 

SYSTEM  DESCRIPTION:  In  one  sentence  or  less,  de¬ 
scribe  the  system  or  IT  initiative  you  are  nominating  (e.g., 
order-entry  or  document-management  system;  switch  to 
a  client/server  architecture). 

TECHNICAL  PROFILE:  Briefly  describe  the  technolo¬ 
gy  of  the  nominated  system.  Please  include  the  names  of 
major  vendors  and  products.  (NOTE:  The  examples  pro¬ 
vided  here  are  meant  to  be  illustrative,  not  all-inclusive.) 

■  Architecture  (e.g.,  client/server,  mainframe) 

■  Hardware  (e.g.,  mainframe/parallel  processor,  mini¬ 
computer/server,  PCs,  handheld  devices) 

■  Software  (e.g.,  operating  systems,  database  system, 
shells,  application  software) 

■  Software  development  tools  (e.g.,  CASE, 
4GLs,  GUI  developers,  object-oriented  development 
tools) 

■  Network/communications  hardware,  soft¬ 
ware  and  services  (e.g.,  modems,  routers,  e-mail 
packages,  carriers  and  public  networks) 


reduced  costs  and  indirect  cost-avoidance).  Estimates  of 
costs  and  returns  should  be  made  per  annum  over  a  five- 
year  period. 

8.  Truth  of  Information/Release 

The  following  release  must  be  signed  by  both  nominat¬ 
ing  executives  if  the  application  is  to  be  considered.  Un¬ 
signed  releases  will  invalidate  the  entry. 

I  hereby  state  that  the  information  provided  is  true 
and  complete  to  the  best  of  my  knowledge  and  belief. 

I  authorize  the  release  and  use  of,  in  connection 
with  the  Enterprise  Value  Awards  program,  any  and  all 
materials  furnished  by  me  or  others  at  the  company 
contacted  for  this  judging.  I  understand  that  informa¬ 
tion  submitted  on  this  application  or  subsequently  gath¬ 
ered  during  the  evaluation  and  judging  process  may  be 
used  in  articles  or  any  other  type  of  publicity  relating  to 
the  Enterprise  Value  Awards  program. 

I  also  authorize  the  release  and  use  of  my  name, 
my  company’s  name  and  my  likeness,  including  but  not 
limited  to  any  photographs  and  any  recording  of  my  voice 
or  image  that  may  be  taken  of  me  for  CIO  Magazine.  I 
agree  that  no  compensation  shall  be  due  me  or  my  com¬ 
pany  for  such  usage. 

I  recognize  that  failure  to  meet  these  conditions  or  to 
provide  sufficient  material  that  can  be  published  can 
cause  the  application  to  be  rejected  at  any  point  in  the 
process  at  the  sole  discretion  of  the  sponsors. 

u 

▲  SIGNATURE  OF  NOMINATING  I.S.  EXECUTIVE 


DATE 


6.  Business  Impact 

Describe  the  primary  business  objectives  of  and  value 
delivered  by  the  IT  investment.  Please  limit  this  section 
to  five  pages. 

SCOPE  AND  IMPACT:  Identify  the  functions  (e.g., 
customer  service,  manufacturing,  planning)  that  were 
changed  by  the  system,  the  nature  of  those  changes  and 
their  impact  on  the  business. 

STATEMENT  OF  VALUE:  In  one  or  two  sentences, 
describe  the  business  value  delivered  by  the  nominated 
system  (please  refer  to  “Defining  Value”  section  on  the 
first  page  of  the  application  form). 

BUSINESS  VALUE  DESCRIPTION:  In  detail,  de¬ 
scribe  how  the  system  delivers  the  value  identified 
above.  Also  describe  any  added  value  delivered,  whether 
intentionally  sought  or  serendipitously  encountered. 

THE  IMPORTANCE  OF  IT:  Identify  the  different  com¬ 
ponents  of  the  overall  business  change  (e.g.,  business 
reengineering,  downsizing,  cycle  times).  Explain  the  im¬ 
portance  of  the  IT  component  to  the  overall  business 
change.  Could  the  results  have  been  achieved  without  IT? 

COLLABORATION:  Describe  how  the  business  unit  and 
IS  organization  worked  together  throughout  the  project, 
from  concept  to  implementation.  What  were  the  specific 
tasks  fulfilled  by  the  business  unit?  The  IS  organization? 

7.  Quantifying  ROI 

Provide  a  detailed,  one-page  summary  of  the  nominated 
system’s  investment  costs  (including  all  upfront  develop¬ 
ment  expenses  and  annual  maintenance  charges).  Also 
provide  estimates  of  returns  (including  increased  profits, 


2. 

▲  SIGNATURE  OF  NOMINATING  BUSINESS  EXECUTIVE 


DATE 

9.  Other  Editorial  Opportunities 

If  you  are  not  selected  as  an  award  recipient,  are  you 
willing  to  be  contacted  for  inclusion  in  other  articles  in 
CIO  Magazine?  Yes  □  Non 

How  did  you  learn  about  the  Enterprise  Value  Awards 
program? 


CIO  Magazine 

□ 

Academician 

Consultant 

□ 

IS  staff  member 

Systems  Integrator 

□ 

Other  publications 

PR  Agency 

□ 

Vendor 

Advertising  Agency 

□ 

Other  (please  identify) 

CHECKLIST 


Have  you  filled  out...? 

□  Company/Business- 
Unit,  Entrants  and 
Supporters  Information 

Have  you  included  on 

SEPARATE  PAGES...? 

□  Nominated  Organization 

□  Nominated  System 

□  Business  Impact 

□  Return  on  Investment 


Have  both  entrants 

SIGNED  AND  DATED...? 

□  Truth  of  Information/ 
Release 

Have  you  checked 
off...? 

□  Other  Editorial 
Opportunities 

□  How  you  learned  about 
the  Enterprise  Value 
Awards  program? 


Congratulations  to 
Last  Year’s  Winners 

Brigham  &  Women’s  Hospital 

John  P.  Glaser,  PhD 
Vice  President,  Information  Systems 

Jeffrey  Often 
CEO 


Gensym  Cor p • 

Troy  A.  I  leindel 

CIO  &  Vice  President,  Support  Services 

Lowell  Hawkinson 
Chairman  &  CEO 

McDonnell  Douglas  Helicopter  Systems 

Andrew  Miller 

Director,  Information  Technology 

William  R.  Ringer 

Business  Development  Representative 

ROCKWELL  INTERNATIONAL  CORP. 

Space  Systems  Division 

Kodumudi  S.  Radhakrishnan 
Division  Director,  Information  Management 

R.  M.  Glaysher 

Vice  President  &  General  Manager 

telogy  Inc. 

Sateesh  B,  Lele 
CIO  &  Senior  Vice  President 

Anthony  M.  Sehiavo 
Chairman  &  CEO 

United  Healthcare  Co r p. 

James  P  Bradley 
former  CIO 

Paul  LeFort 
CIO 

Kathy  Walstead-Plumb 

Senior  Vice  President,  Group  Services  Administration 

The  Enterprise  Value  Awards 

Honoring  Business  Achievement  Through 
The  Innovative  Use  Of  Information  Technology 


CIO 


Get  the  competitive  edge! 


Subscribe  today  and 


please  enter  my  one-year  subscription  (21 
issues)  to  CIO  magazine  and  bill  me  later  for  only  $75, 
a  savings  of  $23  off  the  basic  rate. 


Name 


Title 


Company  Name 


Address 


Tha  basic  one-year  subscription  rate  for  CIO 

magazine  is  S98.  This  is  a  domestic  rate  only 
US  and  Canada)  The  foreign  rate  is  $1 10 
pitpaid  in  U.S.  Currency. 


City 


State 


Zip 


AS96 


New  Subscriber 


BUSINESS  REPLY  MAIL 

FIRST  CLASS  MAIL  PERMIT  NO  1020  FRAMINGHAM,  MA 


POSTAGE  WILL  BE  PAID  BY  ADDRESSEE 


Attn:  Circulation  Department 
PO  Box  9208 

Framingham,  MA  01701-9486 


Trends  and  Practices  in  Managing  Information  Technology  Standards 


□  I’d  like  to  take  advantage  of  the 
special  charter  offer.  Please  send  me  the 
Trends  and  Practices  in  Managing 
Information  Technology  Standards  study. 

Please  mail  this  order  form  to  CIO 
Communications,  Inc.,  492  Old 
Connecticut  Path,  Framingham,  MA  01701 
or  fax  to  (508)  872-0618. 

□  Please  bill  me.  RO.# _ 

□  I’ve  enclosed  a  check  for  $795. 

□  Please  charge  my  credit  card. 

Card  _ 

No.  _ 

Exp.  Date _ 


Address 

City 

State 

Zip 

Telephone  No. 

Fax.  No. 

Email 

Company 


CIO  COMMUNICATIONS,  INC. 

CIO  Communications,  Inc 

492  Old  Connecticut  Path  •  Framingham,  MA  01701 
(508)872-0080  •  http://www.cio.com 


An  IDC  Company 


Title 


Name 


THE  TRENDS  AND  PRACTICES  IN  MANAGING  INFORMATION 

TECHNOLOGY  STANDARDS  STUDY  EVALUATES... 

■  Management  trends  including  communications,  frequency,  organizational 
responsibility,  and  end  user  involvement 

■  Leading  practice  usage  and  effectiveness  including  pricing  strategies,  committee 
experiences,  and  enforcement  methods 

■  The  scope  and  effectiveness  of  setting  standards  for  a  variety  of  technology 
categories 


ENHANCE  Communications 
Within  Your  Organization 


Improve  your  effectiveness  as  an  IT  executive.  Whether  you  want  to  amend 
your  current  process  for  managing  IT  standards  or  need  to  establish  new 
practices,  this  landmark  study,  Trends  and  Practices  in  Managing  Information 
Technology  Standards,  will  enable  you  to  intelligently  evaluate  your  options. 

Order  before  June  30,  1 996  and  you  will  receive  the  Trends  and  Practices  in 
Managing  Information  Technology  Standards  study  for  a  special  charter  price  of  $795. 
That’s  a  savings  of  $500  off  the  regular  price.  Please  mail  the  order  form  to  CIO 
Communications,  Inc.  492  Old  Connecticut  Path,  Framingham,  MA  01701  or  fax  to 
(508)  872-0618  or  call  Diane  Martin  at  (508)  935-4274. 


WORKING  SMART 


A  Hire  Standard 


When  Stratus  Computer 
discovered  that  its  staffing 
metrics  lagged  behind  the 
competition,  the  company 
turned  to  client/server 
technology 


Speed  and  efficiency  in  human 
resources  are  just  as  impor¬ 
tant  for  achieving  competi¬ 
tive  advantage  as  they  are  in 
manufacturing  or  product  de¬ 
velopment.  That  is  particu¬ 
larly  true  in  the  rough-and- 
tumble  world  of  high  tech, 
where  demand  for  skilled 
employees  often  outstrips 
supply.  In  1993,  Elliot  Wells,  an  HR 
IS  manager  for  Stratus  Computer 
Inc.  in  Marlboro,  Mass.,  received  a 
clear  sign  that  it  was  time  for  a 
change  when  a  benchmarking  sur¬ 
vey  revealed  that  Stratus’  staffing 
metrics  were  way  out  of  line.  In  re¬ 
sponse,  Wells  helped  implement  a 
client/server-based  staffing  system 
that  now  saves  the  company  time 
and  money. 

According  to  the  survey,  Stratus 
had  healthy  metrics  for  compensa¬ 
tion,  benefits  and  turnover,  but 
there  was  a  clear  problem  when  it 
came  to  staffing.  Not  only  was  each 
hire  costing  Stratus  $10,000,  but 
the  company’s  hiring  cycle  of  60 
days  ran  well  past  the  industry 
average  of  47.  For  Stratus,  a  provider 
of  continuously  available  computer 
systems,  that  was  especially  bad 
news.  “[Qualified  personnel]  are  so 
scarce  and  are  on  the  job  market  for 
such  a  short  period  of  time — the 
idea  is  to  beat  your  competition  to 
the  punch,”  says  Wells.  In  response 
to  the  news,  John  Young,  Stratus’ 
vice  president  of  HR,  charged  Wells 
with  putting  together  a  task  force  to 
figure  out  the  problem. 


At  the  time,  Stratus  was  decen¬ 
tralized.  The  company’s  four  divi¬ 
sions  had  separate  staffing  func¬ 
tions,  and  each  advertised  and 
collected  resumes  for  its  own  posi¬ 
tions;  there  was  no  communication 
among  them  and  no  ability  to  share. 
Divisions  even  competed  for  the 
same  applicants.  Generalists  re¬ 
sponsible  for  both  employee  rela¬ 
tions  and  recruiting  were  constantly 
overloaded,  and  HR  often  resorted 
to  employment  agencies  as  a  result. 
That  expensive  option  was  all  the 
more  attractive  given  the  divisions’ 
slow,  paper-based  hiring  process. 

All  resumes  came  in  through  the 
mail  and  landed  on  administrators’ 
desks.  The  administrators  first  put 
basic  applicant  information  into  a 
database  so  acknowledgment  cards 
could  be  sent  out,  but  backlogs 
inevitably  occurred  as  stacks  of 
resumes  piled  up.  Meanwhile,  re¬ 
cruiters  made  multiple  copies  of 
backlogged  resumes  so  they  could 
begin  reviewing  and  manually  cod¬ 
ing  them  according  to  the  appli¬ 
cants’  skills.  Finally,  recruiters  used 
“sneakernet”  to  route  copies  of 
promising  resumes 
to  managers.  Re¬ 
cruiters  then  filed 
the  remaining  re¬ 
sumes  according  to 
their  own  subjec¬ 
tive  coding 
schemes. 

Wells’  task  force 
concluded  that  the 
only  solution  was 
to  centralize  staff¬ 
ing,  reengineer  the 
process  and  imple¬ 
ment  some  sort  of 
technology  to  sup¬ 
port  the  new  mod¬ 
el.  In  March  1994 
they  selected  Re- 
strac  Hire,  a  Win¬ 
dows-based  client/ 
server  staffing  sys¬ 


tem  from  Restrac  Inc.  Implementa¬ 
tion  was  completed  in  July. 

Today,  Stratus  has  applicants  sub¬ 
mit  resumes  via  fax  or  mail  to  the 
corporate  HR  office;  roughly  30  per¬ 
cent  use  fax,  and  a  dedicated  fax  line 
feeds  directly  into  Restrac.  An  ad¬ 
ministrator  scans  resumes  sent  by 
mail  into  the  system  and  then  uses 
Restrac’s  optical  character  recogni¬ 
tion  software  to  convert  all  resumes 
from  image  files  to  text.  The  re¬ 
sumes  are  indexed  and  saved  in  a 
central  database. 

Recruiters  anywhere  can  now 
search  the  central  repository  using 
relevant  keywords.  Each  search 
considers  all  resumes  in  the  data¬ 
base  and  generates  a  list  ranking 
the  most  qualified  candidates. 
Searching  takes  just  seconds,  and 
recruiters  can  fax  or  e-mail  re¬ 
sumes  of  promising  prospects  to 
managers. 

Thanks  to  the  new  process  and 
technology,  Stratus’  hiring  cycle  is 
now  46  days;  cost  per  hire  has  been 
slashed  from  $10,000  to  roughly 
$7,500,  primarily  as  a  result  of  re¬ 
duced  agency  fees  and  advertising 
costs.  For  a  company  that  receives 
about  10,000  resumes  for  the  500  or 
so  employees  it  hires  each  year,  that 
adds  up. 

-Katherine  Auer 


Katherine  Auer  is  a  freelance  writer 
and  editor  based  in  Bloomington,  Ind. 


VITAL  STATISTICS 


Organization:  Stratus  Computer  Inc.,  Marlboro,  Mass. 

Application:  Client/server  staffing  system 

Sponsors:  John  Young,  vice  president  of  HR.  and 
Elliot  Wells.  HR  IS  manager 

Technologies:  Restrac  Hire  2.0;  Fujitsu  Networks 
Industry  Inc.  3097G  series  scanner;  NEC  Technologies 
Inc.  PowerMate  406  and  Intel  Corp.  Pentium  PCs; 
Novell  Inc.  NetWare  server;  Sybase  Inc.  database  on 
Stratus  mainframe 

Scope:  Eight  staffing  users  and  unlimited  access  Jor 
managers 

Objective:  To  speed  up  the  hiring  cycle  and  reduce  cost 
per  hire 

Payoff:  Hiring  cycle  cut  from  60  days  to  46;  cost 
per  hire  cut  from  $10,000  to  $7,500  (not  including 
relocations);  ability  to  search  entire  resume  pool  added 


100 
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Suite  2000m  —  a  comprehensive  solution 
that  adds  value  across  the  millenium 


Suite  2000™  is  a  multi-phased  service 
for  converting  programs  and  applications 
so  that  date-related  information  is  accurate¬ 
ly  processed  before  and  after  the  year 
2000.  The  service  includes  expert  project 
management,  skilled  technical  profession¬ 
als,  and  a  robust  tool  set  for  maximizing 
quality  and  productivity. 

The  workbench  provides  an  orderly, 
automated  approach  to  the  identification 
and  implementation  of  required  changes 


Suite  2000m  adheres  to  a 
methodology  supported 
by  a  well-defined  process 
that  ensures  the  most 
economical,  risk-averse 
completion  of  the  Year 
2000  conversion 


via  the  Portfolio  Analyzer  that  extracts  and 
builds  comprehensive  information  describ¬ 
ing  the  customer's  programs  and  applica¬ 
tions,  databases,  and  files.  Session  work 
and  logic,  stored  in  the  Suite  2000™ 
Knowledge  Base,  not  only  facilitates  the 
conversion  effort,  but 
can  be  shared  and 
reused  later  to  support 
other  information  tech¬ 
nology  initiatives. 


We  can  take  you  far  beyond  the  year  2000 

CALL  (402)  496-8500 
FOR  INFORMATION  ON  SUITE  2000 ™ 


INFORMATION 
SERVICES,  INC. 

A  Peter  Kiewit  Sons'  Company 


©  1 995  Suite  2000  is  a  registered  trademark  of  PKS  Information  Services,  Inc. 
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cabletron 


Essentials  include  scalable,  high¬ 
speed  switches,  an  enterprise 
management  platform  and  a  true 
virtual  networking  solution. 
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I  I  akes  perfect  sense  when  you  think  about  it.  After  all,  the  intranet  is  the 
Web  server-based  network  within  an  organization  that  allows  for 
seamless  connectivity  between  multi-protocol,  multi-vendor 
environments.  Ushering  in  a  whole  new  era  of  communication,  the 
Intranet  gives  everyone  quick  access  to  the  voice,  video,  data  and 
other  resources  they  need  to  do  a  better  job. 

But  none  of  this  is  possible  without  the  right  foundation.  That’s  where 
Cabletron  and  its  Synthesis  framework  come  into  play.  Featuring 
high-speed  switches;  user-friendly  management  tools;  and  the 
industry’s  only  true  virtual  networking  solution,  Cabletron  doesn’t 
build  just  Intranets-we  build  a  better  way  to  do  business.  And 
Synthesis  assures  you  of  a  customized  blueprint  to  take  you  there. 

Construction  starts  now.  Call  (603)  337-0905  to  learn  more  about  the 
essentials  of  the  intranet  and  Cabletron. 
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The  Complete  Networking  Solution1* 


Corporate:  35  Industrial  Way,  Rochester,  NH  03867  •  Fax:  (603)  337-2211  •  Internet:  http://www.cabletron.com/ 


